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THE MERCHANDISING MAESTRO PLAYS ON ALL FOUR STRINGS 


vith greatest accent on quality 


It is generally conceded that for long-term public confidence and trade, 
the accent cannot be too often made on QUALITY. Incessantly playing on 
PRICE admittedly invites trouble. FIT alone could not be influential in keeping 
business flourishing. STYLE is not to be relied on as the one appealing note 
which will motivate everybody. 


KISTLER “BENCH BRAND” SOLE LEATHER 
A BALANCED TANNAGE 


magnifies the quality sound. It helps attain a crescendo in men’s shoe values. 
This outstanding sole leather has years of proven merit to its credit. Fine as 
it is, its cost is in no manner prohibitive to its wide use for men’s shoes. In fact, 
popular prices are the prevailing prices for shoes bottomed with it. By its use 
for outsoles on men’s street, dress, sport and work shoes, manufacturers and 
dealers alike enjoy a steady quality business, a satisfactory turnover and 
wanted profits. We suggest that you “Hitch your wagon to a star”. 


gisrte 
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WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, 1012 NORTH THIRD STREET, MILWAUKEE, WISCONSIN 
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POINT-OF-SALE in the shoe in- 
dustry is the FITTING STOOL for 
it is at that point that the billion 
dollars is taken in that sifts back 
through the store, the factory and 
the service of supplies—fertilizing 
the entire industry with cash and 
{we hope) profit. 


We aim all of the Boot anp 
SHoe Recorper’s work at the 
POINT-OF-SALE, the FITTING 
STOOL. Our prime function is to 
move merchandise from the shelves 
to the fitting stool to the customer. 
This gives us the real important 
spot of being a partner for prog- 
ress with the retailer and a useful 
instrument in “Getting More Shoes 
Sold Right.” 
©. ALLERTON of the Parker 
Shoe Company (manufacturers of 
high-grade shoes), Queen’s Pa- 
rade, Clifton Hill, Melbourne, Aus- 
tralia, recently completed a visit 
to this country. The chief objects 
of the visit were to study the Amer- 
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ican market, from coast to coast, 
and to arrange with Palter DeLiso 
for the styling of the Australian 
line. The first shipment of pull- 
overs and patterns has already been 
sent by the New York designer to 
the Australian factory. 

Questioned as to the popularity 
of current styles, Mr. Allerton men- 
tioned the spat type (with elas- 
ticized adjustments) and spectator 
types as especially good. Aus- 
tralian women are more conserva- 
tive in their taste than Americans, 
so open toes and backs have been 
gaining favor slowly, he said. One 
striking difference in dress be- 





tween the two countries is seen in 
the attitude toward evening attire. 
Americans wear evening clothes so 
little, he has observed. In Aus- 
tralia, changing to formal attire for 
evening functions is almost univer- 
sal. As a result, the demand for 
evening slippers is much greater 
in his country. 


[9] 


A SHOE manufacturer came into 
our office wanting information on 
world production of shoes and 
leather footwear, whereupon we 
wired E. G. Holt, Chief of the 
Leather and Rubber Division, De- 
partment of Commerce, Bureau of 
Foreign and Domestic Commerce. 





Pronto—on the following morning 
—on the top of the mail, was a 
complete picture on the production 
of leather footwear in the various 
countries of the world, together 
with information on imports and 
exports for practically every coun- 
try in the world. 

As a result, the manufacturer 
saw the real picture of the possi- 
bilities of export business and is 
walking down that line from now 
on, 

So let’s give high compliment 
to the Leather and Rubber division 
for the speed and certainty of its 
work and also full appreciation to 
the men who carry on the works in 
government year in and year out, 
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faithfully, honestly and accurately. 
Politicians come and go, but the 
old faithfuls go on forever. 

« +. . 


BBRENDA JOYCE of the Selby ad 
pages in international magazines, 
stepped right into fame and fortune 
through being a shoe model. 

Before they glamorized her name, 
it was Betty Leabo, born and raised 
in Paris, Missouri. Darryl Zanuck, 
the movie wizard, saw her picture 
on a printed page and wired: “Get 
this girl. Get her out here. She 
costumes well. She walks well and 
she photographs well.” So the wires 
hummed to New York and to the 
Selby headquarters and her next 
appearance will be in the million- 
dollar picture “THE RAINS 
CAME.” 

A small town girl makes good in 
a big way through shoes and Selby. 

* * * 


@OHN A. GALWAY, who repre- 
sents C. P. Ford & Co. in the New 
York area, sends us a clipping from 
a Rochester paper, telling of an 
escaped alligator, 31 inches long, 
raising havoc with the poultry 
houses in and around Batavia. Eggs 
have been missing for the past 
three weeks and the animal has 
shown a particularly bad disposi- 


tion. 
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Says Jack Galway: “This alli- 
gator escaped from my farm some 
time ago and while alligator skins 
are quite high, I do not want to 
claim this fellow until I find out 
how many eggs he has destroyed. 
I hope you will act for me, and as 
usual you will find me in New 
York selling alligator oxfords ‘till 
the hens come home to roost.’ ” 

a - . 
THERE is a very interesting pat- 
tern development for Fall, finds 


Boulevard in Hollywood. He says: 
certain fashion pa- 


¥ 
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“EVERY DAY IN 
EVERY WAY” 











few bought closed shoes, to their 
sorrow, and as these shoes were 
not so comfortable as the open toes, 
they promptly bought another pair 
of open toes. This store has al- 
ways been known as an ‘Opera 
Pump Shop.’ As we specialize in 
the top grades, the store’s clientele 
is among women who know their 
fashions. Open toes and open heels 
definitely ‘do something’ to the 
foot, thus giving it added smartness 
and added shoe femininity that 
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patterns will sell in increasing vol- 
ume.” 

AL GREENWOOD of Los An- 
geles, Calif., gives us a piece of 
human interest in a script that 
reads like a movie sequence, prov- 
ing again that truth is stranger than 
fiction : 

“We are closing out our Whittier 
Boulevard store. All of the shoes 
are out on racks with big signs over 
them reading: “Murrays’ quits, this 
rack $1.89.” ‘“Murrays’ lease ex- 
pires—Save money’ and all the rest 
of the ballyhoo thai goes with a 
closing-out-sale. Naturally, custom- 
ers are welcome to make their own 
selections from the shoes on dis- 
play. Those who wanted service 
were seated and waited on in the 
usual manner. 

“My brother, Nat, was busy try- 
ing shoes on a customer who was 
seated near the door, when a be- 
spectacled old lady (with a mop 
of grey hair that looked like it had 
been cut with a lawn mower) eased 
into the store with the aid of a 
gnarled and well-worn cane. Nat 
hurriedly rose from his fitting stool 
and greeted her with a ‘How do 
you do? Can I help you?’ She 
looked at him with a blank stare, 
adjusted her spectacles and asked 
in a squeaky voice: ‘Aye? What 


= ie 


did you say?’ and after a pause— 
‘I jest come in ter see what yer 
offerin’ today.’ Then she shuffled 
off to the racks and started to 
squeeze each shoe as though she 
was testing avocados for ripeness. 

“Nat thought she was just a 
‘looker’ so he continued with his 
original customer. Pretty soon old 
Grandma hobbled over to Nat with 
a shoe in her hand. ‘That's a 
Cuban heel, ain’t it, Sonny?’ ‘Yes, 
that’s a Cuban heel,’ ‘Sonny’ re- 
plied politely but loudly (she was 
a little deaf) as he continued with 
his customer. ‘I got to wear Cuban 
heels,’ she muttered almost to her- 
self as she shuffled back to the racks 
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again, with the aid of her cane. 
She absent-mindedly started reading 
aloud one of the signs over the 
rack. “Murrays’ lease expires, these 
shoes $1.89.’ 

“Soon she returned to Nat again 
with another shoe in her hand. ‘I 
can’t wear a high heel like this, 
can I?’ ‘No, I guess you can't, 
Nat replied. ‘If you want me to 





show you some that you can wear 
comfortably, I'd be happy to do 
so.’ ‘No, I’m just browsin’ around,’ 
she replied and then went back to 
the racks. She started giving the 
shoes the ‘bend treatment’ whisper- 
ing under her breath: ‘I gotta have 
soft shoes on account of my bunions 
hurtin’.’ 

“In a few moments she button- 
holed Nat with another shoe in her 
hand: ‘These new-fangled shoes, 
with these open heels a-floppin’ 
ain't any good fer my feet, are 
they?’ she asked as she shifted 
most of her weight onto the cane. 
‘No,’ Nat answered—showing just 
a little bit of impatience. ‘I didn’t 
think they was,’ she drooled in her 
squeaky voice. 

“Meanwhile Nat was struggling 
with his customer who wanted an 
8-B to look like a 4-B on the out- 
side and feel like an 8-EEE on the 
inside—and all the interruptions 
didn’t help to close the sale faster. 
About an hour passed and the old 
lady started to tire of looking at 


Stoner’s Shoe Store?’ They told 
her it was up the street on the next 
block. ‘I got these shoes that I’m 
wearin’ there,’ she said, ‘and they’re 
the comfortable I ever did 
wear. n’t tech my bunion. 


shoes and bunions—and the girls 
started giggling. 

“Nat’s customer, hearing that 
there was another store on the next 
block, decided she’d look around a 
bit and ‘maybe she’d be back.’ 

“The three girls wanted to know 
if Nat would buy a dime chance on 
a radio their club was raffling off.” 


@SCAR THOMPSON of Thomp- 
son, Boland & Lee, Inc., Atlanta, 
Ga., whose progress is of national 
interest because of his new indepen- 
dent store venture, says: 

“Judging by results in July and 
August, Thompson, Boland & Lee 
will do over $500,000 volume the 
first year, and in a few days we 
will be in the heart of the Peach- 
tree Shopping District. We have 
the exclusive agency for all the 
shoes formerly carried by me. So 
far as the better shoes, retailing 
from $6.00 and upwards, are con- 
cerned, they will be sold on Peach- 
tree Street.” 


MAR. and Mrs. Charles Evans cele- 
brated their fiftieth wedding anni- 
versary on July 17 and the veteran 
shoe traveler, association leader 
and Chicago booster was eighty 
years old on August 10. 

To have lived four score years 
and to have had so much happi- 
ness packed into business and home 
life is wonderful. As was said in 
GOODBYE MR. CHIPS — “Don't 
take your happiness for granted.” 

Mr. Evans has always been a 
salesman of good-will and good 
wishes and may he and Mrs. Evans 
long have a continuance of good 
cheer and good health. 


* * . 


WOOLEY of Lebanon, Ind., says: 

“I would say that ethics in busi- 
ness at the present day have slipped 
very much—too much. How much 
profit can I make, forgetting the 
future and the high standards that 
business should hold?” 





"O.K. You get 6 strokes off your 18-hole gross and | get 6% off the 60-doy net 


on my next 


i See," 





INNES in FINE NEW 
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STORE 


Enterprising Los Angeles Firm Moves to Strategic 
Lecation in Neighbor Occupied by Stores Special- 
ing in Quality Merchandise 


Exterior and interior views of new 

Innes Shoe Co. store, Seventh and 

Olive Streets, Si. Louis. Interior 

photo shows view of lower selling 
floor. 


THE Innes Shoe Co. has moved to a fine, new home 
at the corner of Seventh and Olive Streets, Los Angeles. 
This move is viewed by the firm and by merchants as 
one eloquently expressing confidence in the future and 
prosperity of Los Angeles. 

The location is considered as 100 per cent, it being 
right in the center of a neighborhood with a number 
of good retail shoe stores as well as being on a street 
specializing in the better grades of merchandise. 

Personnel of the Innes Shoe Co. is W. A. Innes, pres- 
ident; G. M. Proctor, general manager and merchandis- 
ing manager; Mrs. Josephine Hale, advertising; Geo. 
Kinney, children’s shoe buyer; and Fred Seack, down- 
stairs shop buyer. 

The new store is beautifully decorated, inside and 
out, equipped with the most modern appliances and 
air-filtered and cooled by means of electrically driven 
motors. The firm’s own elevator serves the three sales- 
rooms-—the downstairs store, main “floor and second 
floor. 

Exterior of lower part of the building is partly Hun- 
garian Rose Fleur marble, and the upper part is in 
Roman travertine. Windows are of the small showcase 
type with heavy, bronze frames. Interior of the store 
features the main floor paneled in walnut, carpeted in 
rose beige. 

The main floor is devoted to better-style footwear, 


Foot Saver shoes, hosiery and handbags. Children’s, 
youths’ and growing girls’ shoes are on the second floor, 
and a full and complete line of women’s and misses’ 
sports footwear. On this floor, also, are located the 
business offices. 

The lower selling floor is a high grade department 
featuring women’s smart shoes from $5 to $6.35, as well 
as a few popular priced children’s shoes. Upstairs the 
prices of women’s shoes start at $7.75 and go on up. 

As this district is mainly a women’s shopping district, 
there is no men’s shoe department as was in the former 
Broadway site. All men’s business is being concen- 
trated in the Innes Pasadena and Broadway shops. 

The Innes Shoe Company was founded by W. A. 
Innes in 1916. Under capable management, it has 
steadily grown to be one of the “good names” in Amer- 
ican shoe retailing. 





FALL FABRICS 
And the Shoes That Go With Them 


Sehanz, Ine., Leading Custom Tailor, Interprets Shoe 
Styles in Relationship to the new Clothing Fashions 


~aae told to JOHN REILLY 


*S©THERE'S an old saying,” 
began Eugene Schanz, of Schanz, Inc., “that a shoemaker 
should stick to his last and I suppose that applies to a 
custom tailors as well. However, today fashions are 
closely integrated and the good custom tailor riust also 
keep himself alertly aware of the new trends in men’s 
haberdashery, hats and footwear. 

“In fact, in our experience the custom tailor is the 
sole arbiter whose suggestions as to what should be 
worn for any occasion is accepted as authoritative by 
the well groomed gentleman. 

“The complete wardrobe for the man of affairs must 
match his many activities. And just as important as 

[TURN TO PAGE 28, PLEASE] 
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Two Brogue patterns featuring custom 

effects and custom finishing from Field 

& Flint Company; posed on a piece of 

unfinished worsted, featuring a single 
line pattern. 
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FFASHION’S heel spins fast these days and a style 
may be in and out and in again—all in the space of 
two short years. That is what has happened, anyhow, 
in the case of the now famous wedge heel shoe. Just 
about two years ago a leading retail store introduced 
it as the creation of a European shoe maker. A few 
style-minded women liked it and bought it and the 
store that had imported it began a small but steady 
business with these imported models. Then, some eight 
months ago, the same store showed the first American 
models, and style-minded women began to buy them, 
too. A quiet but steady business had been developed 
by this retailer, who had confidence in the style and 
enough customers of the kind that would be interested 
in such a radical departure in shoe patterns. 


Before the fashion—as a high fashion—could spread 
very far, however, it went into $2 and $3 lines and the 
style was lost—or so it seemed—to the quality shoe- 
makers. But now here comes the news—the biggest 
news of the month in the shoe industry—the wedge is 
back again in the style picture and is selling like hot 
cakes. Retailers who could not get them off their 
shelves at any price are now selling them at their orig- 
inal prices and cannot keep up with the demand. At 
the moment, stores in various parts of the country are 
reporting a shortage of this pattern. Manufacturers 
are catching up with the demand as rapidly as possible 
and stores which do not have the wedge in stock yet 
report that it is on order. 

[TURN TO PAGE 28, PLEASE! 





UST across the street lives a little eight-year-old 
boy. Occasionally he comes over to play with my boys. 
Observing feet and judging whether they have been 
misfitted has become second nature to me—or is it 
“first nature”? Anyway, the condition of the shoe, with 
its bulges here and there, indicates to me what is 
wrong with the fit. This little boy has probably never 
had a correctly fitted shoe on his foot. For days at a 
time I have seen him limping about with one shoe 
on and with the other foot encased in a carpet slipper 
of some kind, or heavily bandaged to ease the pain 
of a badly blistered heel caused by a misfitted shoe. 
Now this is not a fairy story, nor is it a story about 
one little boy. How many thousands of little boys are 
suffering from the same causes for the same reason? 
Stop at any playground and view the havoc wrought 
by the neglect of parents or the errors of shoe men. See 
the little toes punching holes in shoes, trying des- 
perately to regain the freedom guaranteed them by the 
Constitution as their natural birthright. See the broken- 
down counters, ripped open in the back by feet trying 


So Ry 
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TE 


MAKE YOUR 
SHOE STORE 

A 

FITTING SCHOOL 


by 
PATRICK A. MORGAN 


to overflow shoe soles that were too short from the 
first moment of their misfitting. See the protruding 
uppers, and vamps bulging out a full inch or two 
forward of the natural resting place of the ball of the 
foot. 

And all this on the playgrounds of one of the best 
educational systems in the world. We teach our chil- 
dren how to make dresses, how to make tables and 
chairs, how to care for their teeth and hair and nails, 
how to prevent fire and promote safety. But never, 
never a word about how their feet should be fitted or 
cared for. That method of locomotion that carries us 
from the cradle to the grave is blissfully ignored. 

WHY should not the children be taught how their 
growing feet should be fitted? WHY should they not 
be taught the functions of the various bones and 
muscles of the feet? And WHY should they not be 
taught the correct principles of properly fitting their 
feet for the best interests of their bodily welfare? 

How does this lack of knowledge of shoe fitting “by - 
the people, for the people and of the people” affeet 
the pocketbooks of shoe merchants? Simply by pert 
mitting this ignorance to continue to exist, we ericour- 
age people to avoid the sincere shoe dealer and seek 
bargains and misfits in cut-rate stores where “Get the 
money in the cash register” is the only motto. 


NOR is the misfitting of children our only crime. 
Many, many adults are still wearing misfitted shoes 
because their education in this vital subject has been 
sadly neglected. Two years ago a robust neighbor of 
mine complained to me about his feet. For several 
years he had lost two or three months’ work because he 
had been forced to keep off his feet during part of the 
hot weather. I examined his feet and shoes and he was 





BOOT snp SHOE RECORDER, September 2, 1939 


Sehool Opening Is the Best Time to Impress Parents, Teachers, 


Children and Your Own Sales Staff with the Reasons Why the Right 


Shoes, Rightly Fitted, Are Se Vitally Important to Growing Feet 


so ridiculously misfitted it was a wonder he could 
walk at all. 

I explained to him the principles of correct fitting 
and why misfitted shoes cause so much grief. He 
asked me to accompany him to a shoe store and see 
that he was correctly fitted. I took him to Robinsor’s 
Shoe Store, where I then was as much a stranger as 
he, because I knew they carried the size range and 
type of shoes he needed. He was wearing a 9E. We 
fitted him in a 13B and he has never had the slightest 
discomfort with his feet since. He had never paid 
more than $3.50 for a pair of shoes before. This pair 
cost him $10.50. Now he will not buy shoes at any 
other store and he will not buy shoes that are not cor- 
rectly fitted. No more cut-rate stores for him. Due to 
his own experience his wife and children are now 


being correctly fitted also. 


LAST year when I had a case of Athlete’s Foot, this 
man advised me in all sincerity: “Wear shoes that fit 
your feet and you won't have any foot trouble,” my 
own statement to him previously. He was convinced 
that to cure any illness the first necessity lies in re- 
moving the cause. 

With tears in my eyes, I have pleaded with mothers 
to let me fit their children’s feet, when they said: “Oh, 
that looks too long, take it off.” We shoe salesmen 
have explained to countless mothers and fathers the 
correct principles of shoe fitting; yet countless thou- 
sands of children continue to be misfitted and mal- 
formed, either through ignorance or led by sensational 
price advertising to conscienceless “sales.” 

The blame for all this misery, malformation and loss 
of profits for legitimate shoe stores lies largely at our 
own doorstep. Individually and collectively we spend 
vast sums annually advertising just shoes, shoes and 
still more shoes, but not a thin dime do we spend 
toward educating our public on correct fitting, care of 
the feet and the absolute necessity of correct fitting 
for children. 

Today, our children cannot receive a nine-point 
health button in school unless their teeth are cared for 
properly, unless they have various vaccinations, un- 
less they pass points on hearing, vision, posture, nutri- 
tion and throat. Are the least of these more important 
than the correct fitting of those flexible muscles and 
bones of the feet that are expected to perform their 


functions encased in any old last regardless of its fit 
or fitness for the growing feet of the nation’s children? 

Many women now will not be misfitted themselves, 
but are hopelessly ignorant in the fitting of their 
children. There are still, however, far too many women 
who do not realize the importance of properly fitting 
their own feet as well as their children’s. 

This deplorable condition can be corrected by a con- 
certed effort of shoe manufacturers and merchants if 
they will devote at least a part of their advertising 
funds toward the education of the public, not only on 
the necessity of correct fitting, but also to teach aver- 
age individuals how and why shoes should be so fitted. 
Since it is practically impossible to pick a man or 
woman off the street and set them to fitting shoes, it 
naturally follows that they know nothing about how 
their own feet should be fitted, and therefore are easily 
persuaded to become the victims of unprincipled shoe 
sellers. Are we too self-centered and too well-versed in 
our own business to realize that our public to a large 
extent knows practically nothing about how their feet 
should be fitted, and thereby permit sales to pass us by? 

The schools are open-minded and welcome anything 
in the way of educational talks that will add to the 
knowledge of their students. Any enterprising shoe 
merchant can get a hearing for educational talks to 
classes and groups without, of course, any personal ad- 
vertising in them. A course of instructional talks could 
be given on the whole program from the functions of 
the bones of the feet clear through to the correct fitting 
of the shoe and why the feet cannot properly function 
in an ill-fitting shoe. Many clubs and other organiza- 
tions would welcome such instructional talks—and think 
of the prestige that would be built up for the sponsor 
of those talks. Capitalize on this prestige by incorporat- 
ing in your daily advertising, in newspaper, radio or 
personal letter this same educational course. Teach the 
public in your community everything you expect your 
salesmen to know and you will make their job easier, 
but most of all you will profit from the increased sales 
to those who are eagerly seeking the TRUTH. 

When I traveled the Dakotas twenty years ago, some 
of my dealers would secure appointments for me to 
“hold forth” at teachers’ conventions and club meetings 
in their towns. At that time I was permitted to describe 
in detail the merits of the particular Educator shoe | 

[TURN TO PAGE 27, PLEASE] 
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OUTLOOM 


The World Needs 


THIS is RETAIL DEMONSTRATION WEEK—a pro- 
motion on the part of retailers the country over to 
bring about an appreciation of their selection of styles 
and service. It’s a good idea, but it’s high time that 
we stopped the merchant from saying, “See how bright 
I am” and indicating that he is a martyr to his mer- 
chandise, and giving the public the idea that stores 
confer a great favor on the public through taking their 
money. Actually, we should be very humble and ap- 
preciative of the great American shopping sense, that 
makes possible the distribution of so many things to 
the American public. We believe that the American 
public possesses a magic sixth sense in the “shopping 
habit.” The public would rather go shopping than 
almost anything else. Merchants from all over the 
world have commented on this amazing American char- 
acteristic of wanting things, things and more things. 

So, actually, we should term it “PUBLIC APPRE- 
CIATION WEEK” and make it an outward thanks- 
giving on the part of merchants for the trade and dol- 
lars which the public so generally gives to the stores 
of America. 

You may have noticed that we have said practically 
nothing about war and the rumors of war in the Boot 
AnD SHoe Recorper. There is a reason for that—far 
better brains than ours can add to your confusions as 
to the issues, objectives and final consequences. It is 
for us to “stick to our last” for, come what may, retail- 
ing must go on. Most stores in America have hit new 
lows in retailing during the last two jittery weeks. It 
isn’t a case of the public’s losing faith in the magic 
of shopping. Rather it is the stunning blow of events 
and the possibility of cataclysmic terror the world 
over. Whether we have war or no, this feeling on the 
part of the public will pass and trade will resume and 
it history repeats itself, we will swing into another one 
of those inflationary booms that come with nations at 
war or preparing for it. Even if it is peace, there will 
still continue the battle of supplies. 

But back to our original theme—this shopping in- 
stinct. We only wish it were possible for us to take a 
drop of blood from every American shopper, man, 
woman and child and inject it into the peoples of 
Europe for the stimulating effect that it would have 
upon their thinking, their wants and their desires. It 


this “Sixth Sense” 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


is reported that one-half the workers in all of the Euro- 
pean countries are engaged in the making of guns, 
ammunition and supplies for war use. The basic prob- 
lem is the deeply fundamental necessity of changing 
from the manufacture of war goods to commodities of 
peace—such as shoes, clothing, homes and automobiles 
and all of the things so common to this new civilization 
of ours. If we could inoculate these peoples with the 
same hunger and desire for things, things, things, so 
that they in turn would do what most Americans do— 
buy until it hurts—we would change the philosophy of 
the world away from war goods to peace goods. 

It may seem a far-fetched illustration, but basically, 
underneath all of the war smoke thrown against the 
wind, there is a need to change the thinking of people. 
In America things are very important. Much of our 
work and ambitions are tied up in desires for shopping 
for things which give us such great satisfactions and 
pleasure. 

Until other nations the world over get that same 
American yen for buying things for their own individ- 
ual use, we are liable to have long continuation of 
regimentation, marching and parading and all of the 
vicious toys of war—and the ever-present possibility 
that these mechanical gadgets and devices for the kill- 
ing of men, women and children will be put to their 
lethal purpose. 

So we step behind the scenes and indicate that until 
we do a major operation on mankind itself, in the 
changing of their thinking, the world mess will con- 
tinue. Actually, if peace were declared tomorrow there 
would be economic collapse because of the disorganiza- 
tion, disruption of the work stream tied up with war 
goods. But if we could change that thinking to the 
American Way—built upon a terrific affection for goods 
and services for individual use, we would have a prac- 
tical peace. 

Therefore, in the final analysis, we are changing the 
title of RETAIL DEMONSTRATION WEEK to “PUB- 
LIC APPRECIATION WEEK” and give thanks to the 
American public for their continuing allegiance to 
stores, goods and things—particularly shoes. 
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N the short time Goodyear’s 

Wingfoot All-Weather Cord 
Sole has been available to the 
shoe trade, it has proved that it 
helps sell shoes fitted with it! 
That’s why more and more man- 
ufacturets are using it—and why 
more and more dealers like to 
see it on the shoes in their stores 


Your men customers like Good- 


THE GREATEST NAME 


ALL WEATHER 


WCE Us 
‘SALES ABILITY’! 


$e aa ee anne 


year’s All-Weather Cord Sole 
because they know it’s built to 
take punishment, built like the 
rugged carcass of an automobile 
tire. 


And they’ve learned that its cross- 
laminated construction eliminates 
stretch, keeps the sole flat, pre- 
vents curling and warping and 
helps hold the shoe in shape. 


IN RUBBER 


uZ 


No wonder this non-skid, buckle- 
proof sole has proved its “sales 
ability.” Goodyear builds sales 
appeal into every inch of it! 


And no wonder manufacturers 
are fitting their shoes with the 
All-Weather Cord Sole. They 
know it helps you increase the 
sales of their shoes! 


Wingfoot, All-Weather— 
T.M."s The Geodyear Tire & Rubber Company 


CORD SOLE 
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LAST CALL FOR 
NATION-WIDE 
PROMOTION 


MEN'S 
SHOE 
WEEK 





September 9th Through 16th Is the Date. 
Slogan: A Man Is as Smart as His Shoes. 
Contest: Recorder Prizes for Best Windows. 
Purpose: Teach Men to Wear Shoes for 








Occasions. 


ULY 22, Aug. 5 and Aug. 19 Boor an Suoz Re 98 ™ & ANBRUSS 


CORDER gave plans and suggestions for a complete co- 
operative program for National Men’s Shoe Week—the 
third successive year. 

All over the country progressive retail stores are unit- 
ing to dramatize and emphasize “correct shoes for every 
occasion” to men, for therein lies the opportunity for 
increased sales of men’s shoes, just as it has been the 
reason for the large sale of women’s shoes. There can be 
no large or lasting increase in the sale of men’s shoes 
so long as “replacement” remains the chief reason for 
a man to buy another pair of shoes. 

Men used to be gay dressers—even the pilgrims were 
gay blades compared to their womenfolk. And certainly 
men like George Washington and his contemporaries 
were far from drab in their attire. Even today, young 
fellows are going in for colorful clothes. It’s up to the 
store that sells shoes to cultivate a familiarity on the 
part of the man with “what’s right with what” whether 
he is young or not so young. If he has any pep at all, 
the older man is a good prospect, for he has the money 
and the desire to look well dressed. Even the so-called 
ultra-conservative man can be sold the idea if you tact- 
fully remind him that men are blossoming out. Cling- 
ing to the old idea in clothes dates a man just as much 
as clinging to the horse and buggy. 

Don’t overlook the important fact that women like to 
have their men folks look smart. Appeal to them. En- 
list their help, not only during Men’s Shoe Week, but 
all through the season. If a man’s wife or girl friend 
is after him to have (and wear) the right shoes for each 
occasion, you can bet that he will come to it. 

By now, most stores that will participate are all set, 
but if you are not for some reason or other, get busy 
at once, for SATURDAY, SEPT. 9, is the first day of 
National Men’s Shoe Week. 

For good ideas check back over the issues of Boot 
anp SHoe Recorper for July 22, Aug. 5 and Aug. 19, 
and don’t overlook the Recorper’s offer of cash prizes 


for the best window displays for this event. You have 
a chance to win a prize of $25, $15 or $10. Rules of the 
contest appear in the Aug. 19 Boor anp SHoe Re- 
CORDER. 

The IDEA as well as the execution will count in de- 
termining the winner; many a very simple window 
does a better selling job than an elaborate one, if the 
IDEA is right. So be sure to show the use of the shoes 
in some way. Show how they fit into this season’s style 
picture, how they go with various types of clothing, 
which colors are best with different colors in clothing, 
or perhaps several shoe ensembles for men of different 
types, who have different wardrobe requirements. One 
store regularly uses a special form to hold materials in 
the position of a trouser leg bottom with the shoe set 
as though being worn; another places shoes on swatches 
of popular materials. In other words play up the style 
coordination idea so that the customer can “get it” 
easily and quickly—and remember it. 

There’s one other point that deserves re-emphasis, 
and that is uniform color names. It seems to be con- 
sidered necessary among both makers and merchants 
to give an original name to various shoe colors fea- 
tured, rather than to adhere to one color-name for each 
shade—such as those suggested by the color card asso- 
ciation, for example. Originality is an excellent thing, 
but it should not be carried to the point of confusing 
the customer. When the same shade is named differ- 
ently by every store in a community the mere man sim- 
ply wonders why on earth you don’t get together, at 
the same time doubting if you know what it is all about. 

It is a good idea to unite in promoting certain style 
features that are popular in all stores, thus setting the 
style scene for the season. The individual novelties can 
be shown, of course, but it’s better to have the average 

[TURN TO PAGE 27, PLEASE] 
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BR CK 
HEELS 


Reg. U. S. Pat. Off. 


It probably is— because Style Men 
everywhere find that BREASTLOCK 
HEELS enable them to attain new 
elose-coupled effects and eliminate 


the danger that comes from using 
high Cuban Heels. 


Formerly Style Men didn’t dare try for close-coupled 
effects on high straight-front or Cuban heels. Finally 
we found out what was wrong with high heels and did 
something about it. We offered style men heels that 
were scientifically designed to strengthen the shoe at 
its weakest point, the heel breasting; heels designed to 
eliminate kick-back and kick-under; heels designed to 
eliminate wobble. 


And you’ll be pleased to know that, in spite of all these 
advantages, most types of shoes cost no more with 


BREASTLOCK HEELS; some cost less. 
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Hurley’s Shoe Store, 1177 Broad- 
way, New York, has a novel idea for 
a window display of hose. A wooden 
board—four feet wide and six feet 
high is fastened to the end wall of the 
window. The board is covered with a 
coarse cloth in a bright yellow color. 
Many pairs of hose are easily attached 
to the board with pins. Many differ- 
ent arrangements are possible and the 
display can be quickly and easily 
changed from week to week and from 
season to season. The board can also 
be used for special displays of slip- 
pers, ties, scarfs, gloves and novelty 
merchandise. 

The John Hancock Shoe Store has 
a similar board covered with green 
cloth. They, however, take it out and 
place it in the doorway. At present 
the board is used for a display of 
rubber soled footwear—right out in 
the public eye. 

* * * 


Check Up on Your Front 


First impressions do count, Mr. 
Store Owner! Go out and take a look 
at the front of your store—is it as 
. Clean as possible? You can work 
wonders with a little paint and even 
some soap and water. Give a little 
daily attention to your windows and 
your front door. Your customers will 
notice the difference. 

ee ee 


Shoe Sale Review 


It’s kind of late in the season to talk 
about sales, but maybe a couple of 
ideas picked up now can be used at 
the end of next season. 

The Stapleton Shoe Store, 100 Nas- 
sau Street, New York, has a sale price 
ticket on every shoe in the window. On 
the top of each tag in large letters is 
printed—LAST CALL. 

Other shoe stores have found it im- 
perative in these days of dragged-out 












ps 





® 


sale days sponsored by many mer- 
chants to remind customers that good 
things can’t go on forever. “Last 
Call,” “Three Days to Go,” “Sale Ends 
This Saturday,” etc., on window post- 
ers, stickers, and window signs are 


effective reminders. 
* * * 


Direct Mail Advertising 


We have found that most retailers 
use direct mail advertising in one 
form or another. Some report excel- 
lent results—others, not so good. 

Perhaps the following chart—based 
on an analysis made by a sales and 
advertising executive—will help shoe 
merchants to make their mailing 
pieces more effective. 


BS 


by JOHN F. W. ANDERSON 


BAS 











® 





Pusheart Shoes 


The Downs Shoe Store, 142 Nassau 
Street, New York, has brought the 
fruit cart in off the street and placed it 
in the front of their store. Well . . . not 
exactly, but they have built a minia- 
ture pushcart and installed it in their 
store as a shoe display. Painted white 
and with a red and white awning 
erected over it on four corner posts 
it sure does brighten up the interior 
of the store. At present it is being 
used as the basis for a display of sport 
shoes and is a magnet for everyone 
who enters the store. 

Here, merchants, is a way to bright- 
en up the interior of your store with- 
out redecorating the whole interior. 





(b) with conviction; 


(a) they exist; 


of the month; 


intervals. 





DIRECT MAIL ADVERTISING 


THE MESSAGE—Should be written: 
(a) in an effective style that holds the readers’ attention ; 


(c) with words a child can understand; 

(d) with convincing reasons for buying—and buying now; 
(e) with a careful description of the shoes; 

(f) preferably with the price. 


TO THE RIGHT PEOPLE—Names mean sales when: 


(b) they are located within the store’s possible trading area; 

(c) they are likely prospects for the particular shoes advertised ; 
(d) they are checked as to accuracy of spelling and initials; 

(e) they are checked as to correct address. 


AT THE RIGHT TIME—Is effective when: 


(a) it is sent out in the proper buying season; 
(b) it is received on the right day of the week and the right time 


(c) sent out in a progressive series to be received at definite 


IN THE RIGHT MANNER—With good printing: 
(a) in a well designed mailing piece; 
(b) typewritten, mimeographed, multigraphed letters, folders, 
jumbo letters, catalogs, house organs, broadsides, 


mailing cards, post cards, blotters. 
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BEST IDEA OF THE WEEK 


AN EMBLEM OF LEATHER ON THE WALL 
(Lefcourt, 400 Madison Avenue, New York City) 


O. P. Ideator—*Why did you tack a skin on the wall 
of your new store and make it an eye spot that draws 
the attention of the customers?” 


David Lefcourt—*“It was the most natural thing to 
do—for you associate good shoes with good leather.” 
O. P. Ideator—“What's the purpose of the poster in 


29” 


the center of the skin, illustrating ‘The Adventure’? 


Mr. Lefcourt—*To sell the man a second pair be- 
cause he comes in here for street shoes and the card 
emphasizes a new pattern for sports wear.” 


O. P. Ideator—“Would you recommend that other 
merchants put a leather skin in their store for decora- 
tive purposes?” 

Mr. Lefcourt—“I certainly would, providing they 
use it as a background for some store interior pub- 
licity.” 

O. P. Ideator—‘“Tell me why this men’s store is so 
interesting to actors, advertising men, sportsmen and 
young men in the Madison Avenue area.” 


Mr. Lefcourt—“We have only been in business six 
months but we have been successful from the day we 
started because we concentrate on high quality and 
high priced shoes of domestic make and English and 
French importation.” : 


O. P. Ideator—“Well, how can a young man, for you 
are evidently in your thirties, get so far along in so 
short a space of time?” 


fortunate in having, as manager, F. V. McWilliams, 
who bought shoes for Finchley for fourteen years. Be- 
tween us we cater to the finest clientele. 


“Second—we prove that you can do a strictly cash 
business in uptewn New York, surrounded by stores 
whose books are heavy with charge accounts. 


“Third—Men with money and sense were waiting 
for someone to start a store that would give them 
shoes of distinction, uncommonly different from the 
run of shoes; and these customers are not afraid to 
buy a number of pairs at a sitting if the selections are 
properly presented.” 


O. P. Ideator—“Well, your store certainly does give 
the impression of quality by not only the display of 
leather and the boot jack stand but there are a number 
of articles of leather as well as the shoes on display 
inside the store.” 


Mr. Lefcourt—“Extras help—when we show men 
slippers at $10.00 we can usually add a pair on the 
sales slip because an English Court tie or high-front 
slipper makes men think of a proper leisure shoe 
instead of a sloppy slack slipper.” 


O. P. Ideator—“Thank you very much for the idea 
which came from seeing the leather skin on the wall 
and it has increased my interest in a young, indepen- 
dent merchant who has made a place for himself and 
his store at the top of the ladder of prices when the 
tendency everywhere seems to be to get down to the 





Mr. Lefcourt—“First—I know good shoes and I am 


bottom.” 








A Shoe in Every Cubby-Hole 


You’ve all seen the size chart that 
some shoe stores use in their news- 
paper ads to show the size range they 
carry of a particular shoe. 

Gimbel Bros., New York depart- 
ment store, goes one further by filling 
a window with a realistic chart—of 
actual shoes and sizes. 

A display consisting of 126 cubby 
holes—7 high by 18 wide—was built 
by the Gimbel display staff. The sizes 
are marked across the top and the 
widths on the side—the whole display 
covering the whole back of the win- 
dow. Each recess was 6 inches deep 
and contained a small pedestal on 

* which the heel of the shoe rested, tilt- 
ing the shoe forward. The display was 
built in four sections so that it could 
be also used in the shoe department. 

Gimbel’s found this to be the most 
useful window display ever staged for 
their shoe department. It sold no less 
than 676 pairs of shoes the first week. 
Later, when repeated, it pulled equal- 
ly well. 

It was said that the success of the 
display was due to the fact that shop- 








“Paddy Cale” pump 
5.75 


UR POPULAR little “dumb Dora” 
low heeler is a sweetheart. It’s 
slick and simple and dateable. It’s 
comfortable and cozy. It has a simple 
Sue bow, a blind perforated “wing 
tip” toe, a nice low heel. It's black 
suede—black as velvety soot. Besides 
“Paddy Cake” we have dozens of 
others. From black-as-your-hat spike- 
heel sandals to campus casuals with 
patent piping or mudguards of alliga- 
tor calf. Third floor, fashion store. 








Wanamaker’s low-heeled black 
pump for Fall—a sure hit! 


pers could see exactly what sizes Gim- 
bel’s carried, bringing in many new 
customers in regular and unusual 
sizes, and laying the foundation for 
repeat business in these sizes. 
* * * 
Time to Re-Shoe 
In the window of the London Char- 
acter Shoe Store, 7th Avenue and 38th 
Street, New York, a clock with a large 
swinging pendulum draws customers 
to their display of new Fall shoes. 
The sign below the clock reminds, 
“Now ... No man need wait for Time. 
London pre-mellowed calf... has that 
rich time aged look . . . Right from 
the start.” 
* * * 


Dollars for Sale 


The Douglas dollar-off sale is in 
full swing. It’s like finding dollar 
bills! “You save $1 on any pair of 
men’s or women’s shoes in the store.” 

Large disks in the window of the 
Douglas 34th street store call out 
“Come in and pick up a dollar bill in 
savings on shoes.” A new dollar bill 
is attached to the edge of each disk. 

A selling idea! 





THE biggest feet in the 
smallest motion picture set is the-ordeal.that Walter 
Pidgeon suffered for three days. The set is the solitary 
confinement cell in a penitentiary in the M-G-M picture 
“6000 Enemies.” It is three feet wide, seven feet long 
and six feet from floor to ceiling. Pidgeon is six feet 
three inches tall and wears size 131% shoes, so he com- 
plained to me as feeling somewhat “cramped.” He wore 
Carnera’s shoes in this picture . . . somewhat narrowed 


down. 
— * - 


Pastel gloves and bag are matched by sheer hose by 
Ann Morriss, who was seen as the gym instructress in 


“The Woman.” Sheer rose hose complemented her kid- 


skin bag and gloves of the same tone as accessories to 
her white wool spectator sports suit. 
” +. * 
Interesting evening fashion note was glimpsed on 
Lana Turner who matches her mesh dancing pumps with 
metallic mesh evening gloves. 


Linda Hayes’ “Tabby” Socks . . . Helen 
Vinson’s Novel Lace Tips . . . Priscilla 
Lane’s Foot Comfort Routine . . . Jeanette 
McDonald’s Small Feet Create an Interna- 
tional Problem . . . Shoes Play Important 
Part in Comedians’ Laugh Roles. 


BOOT anv SHOE RECORDER, September 2, 1939 


Notes and Novelties @f and About 


Our Much-Publicized Cinema Felk 


Pat O’Brien removes his shoes during filming of 
scenes in which his feet do not appear. Claims he per- 
forms better without them. 


* * 7 


Linda Hayes, RKO Radio player, is living at the beach 
for the Summer. Most astonishing gadget in her play- 
time wardrobe is a pair of short “tabby” socks, which 
lace up the front like shoes. 


. a . 


And speaking of laces, those fastening a pair of Helen 
Vinson’s walking shoes are tipped with minute badmin- 
ton “birds.” 

Priscilla Lane has a quick comfort routine guaranteed 
to revive tired feet in 15 minutes. She worked it while 
studying dances in New York and still follows it. Her 
directions are to plunge the feet, first into very hot 
water, then quickly into very cold water. Dry gently; 
massage with a good foot balm; spray with eau de 
cologne or dust with foot powder. Relax for as many 
minutes as can be spared with the feet elevated on sev- 
eral pillows. Put on a fresh pair of hose and shoes 
before setting forth. 

[TURN TO PAGE 28, PLEASE | 
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Make Your Shoe Store 
A Fitting School 
[CONTINUED FROM PAGE 19] 


was selling, and the increased sales as a 
result were gratifying to the dealer, the 
factory and to myself. Today it would 
be necessary to attack~the enemy with 
vastly more finesse and tact, and it can 
be done. 

Why not a concerted educational 
campaign by the dealers and manufac- 
turers together to teach the public to 
become expert fitters for themselves 
and their children? Would it not be 
highly pleasing for a sponsor of such 
a campaign to overhear the following 
conversation between a boy or girl 
from one of the grades in school and 
his or her father some evening? 

“Daddy, I want to get my next shoes 
from Train’s.” 

“Why, son?” 

“Because they had a man at school 
today that told us all about how our 
feet should be fitted so they would grow 
strong and flexible.” 

“Any store can do that, son.” 

“Yes, but Train’s fit them so they act 
as a part of your foot in running or 
walking, and they give you a free foot- 
print on a chart—see, here’s a picture 
of one in this booklet he gave me—and 
there it shows how misfitted shoes in- 
jure your health.” 

“Hm, there are lots of things in this 
book I didn’t know, either.” 

“So, can I, dad?” 

“Yes, we'll both go there next time 
to get fitted and maybe my feet won’t 
get so tired either.” 


Returns from 3000-Mile Trip 


St. Louis, Mo.-—M. K. Weil of the 
M. K. Weil Shoe Company just re- 
turned from a 3,000 mile trip through 
the East and South on which he made 
a study of business conditions and at 
the same time visited his many friends 
and customers. Mr. Weil found that 
the business picture has greatly im- 
proved and that merchants are looking 
forward to an active Fall selling sea- 
son. While in the East, Mr. Weil took 
time out to visit the World’s Fair and 
to rest a few days in Atlantic City. 
He observed that there were no open- 
heel shoes on the sandy beaches of At- 
lantie City. 


Last Call for National 
Men’s Shoe Week 


[CONTINUED FROM PAGE 22] 


man be able to get a clear picture of 
the outstanding style themes of the 
season. 

Whether you go it alone or join with 
your fellow merchants Boot AND SHOE 
RECORDER urges you to do all you can 
to help educate men to enjoy and ap- 

having and wearing the right 
shoe at the right time. It’s the way to 
increased sales and bigger profits. 





ou will acclaim 


PLAY POISE SHOES 


CCAUSE «6 2 2 


You can build a profitable repeat business around their style and 
foot health features. Well-proportioned lasts, authentic measurements 
and careful attention to details which make for correction of foot 
deficiencies, together with good looks and perfectly normal appear- 
ance will make these shoes your best selling line. 


Their attractive appearance will win the wholehcarted enthusiasm 
of your young customers, and their corrective features will ensure 
their success with parents and doctors. Play Poise Shoes, carried in 
stock, will ring up good will on your cash register—and will build 


a loyal clientele for your store. 
price. 


BLUCHER OXFORD 
TAN ELK—SCUFF PROOF 
TIP 
8% te 12—A to D—61.85 
12% te 3—A te D-—82.00 
LESS 5%—30 DAYS 





And they can be retailed at a lon 


VIRGINIA SHOE COMPANY 


FREDERICKSBURG, VIRGINIA 
MANUFACTURERS 


PATENT LEATHER 
CENTER BUCKLE STRAP 


8% te 12—A te D—61.85 
12% te 3—A te D-—62.00 











Kaye Named Butler Manager 


AvucustTa, Ga.—Murray Kaye, for- 
merly manager of a shoe store in 
Columbia, S. C., has been appointed 
manager of Butler’s Shoe Store, here, 
and has taken over his new duties. 


Sahn Goes to Detroit 


Utica, N. Y.—Arthur Harrison 
Sahn, formerly connected with Ells- 
kind & Sons at Martin & Naylor Co., 
Gloversville, N. Y., and more recently 
with the Schiff Co. at the Boston Store, 
Utica, recently assumed duties in the 
position of general assistant to Dave 
Lear, of the Lear Shoe Co., Inc. Mr. 


Sahn will make his headquarters at 
Bedell’s, Detroit, Mich., where Lear 
Shoe Co. operates both basement and 
better shoe departments. 


Convalesces from Operation 

Des Morines, lowa—E. E. Houser, 
manager of the Health Spot Shoe Ser- 
vice store, 804 Walnut Street, is in the 
Veteran’s hospital, here, recovering 
from a recent serious operation. 

Don Barr, formerly with the Health 
Spot Shoe Co, in Los Angeles, Calif., 
has charge of the store, here, during 
the absence of Mr. Houser, and will go 
from here to their Chicago store when 
Mr. Houser returns to his work. 








The whole situation is almost without 
precedent. Styles have their cycles; 
everybody knows that. The “Gay Nine- 
ties” do return to favor some forty 
years later. But for a style to come 
back again almost over night, that is 
a new and different story. The shoe 
trade accepts this upsetting of tradition 
calmly, however. They say the return 
of the wedge to high style shows that 
it is a “basically right” idea and that 
women only needed a little time to be- 
come used to its unusual outlines. 

Two years ago their first reaction to 
it was, “Oh, how clumsy it looks!” 
(With, of course, the shining excep- 
tions, the style-minded women who are 
always ready for something different.) 
If they tried on a pair they nearly al- 
ways added, “But how comfortable!” 
But even comfort—and they were very 
comfortable right from the start— 
could not always sell a pair to a woman 
who considered the shoe eccentric and 
graceless. Today, changes in the public 
taste make for ready consumer accept- 
ance. 

In the past two years women have 
become used to “clumsy, chunky” look- 
ing shoes. They like them, consider 
them youthful and smart. The wedge 
heel is no longer a shock to them. An- 
other style trend—the liking for lower 





The Wedge Stages a Come-Back 


[CONTINUED FROM PAGE 17] 


heels—is also favorable to wedge types. 
This trend is part of the general de- 
mand for greater comfort in style shoes. 
And here the wedge has a head start. 
The arch is gripped and the heel sup- 
ported in a way that no other shoe 
construction has been able to achieve. 
There just is no possible way of catch- 
ing one’s heel in such a shoe. Improved 
constructions are constantly making it 
more flexible and wearable: 

Skillful combining of different sur- 
faces takes away from much of the 
“ungraceful” look and helps to shorten 
the foot considerably. The heel is 
nearly always of a different surface 
from the upper. At present the ghillie 
oxford and its various adaptations is 
the most popular pattern, showing that 
the style is considered most suitable 
for casual and country wear, but some 
pump and step-in patterns that are on 
the market may put it into the dressier 
category. 

The story of the wedge is doing an 
interesting thing to the philosophy of 
the shoe merchant and manufacturer. 
Asked about such a style as the plat- 
form sole, for instance—which has been 
dying on its feet for some time—they 
shake their heads and say, “Well, who 
knows, it may come back again, just as 
the wedge has done.” . 





Fall Fabrics and Shoes That Go With Them 


[CONTINUED FROM PAGE 13] 


his clothes to the occasion, so his shoes 
must harmonize with the weave, the 
pattern or style of garments. 

“In selecting for Boor AND SHor Re- 
CORDER the footwear that I think most 
effectively expresses the new Fall trend 
in men’s fashions, I have clearly in 
mind the uses to which each particular 
fabric will be put. In other words, I 
see each shoe through the eyes of the 
custom tailor, visualizing the finished 
clothes with which it will be worn.” 


Unusual Colors Feature 
Fall Suitings 

As you are probably well aware the 
outstanding style note in the new lounge 
suitings shown by London’s West End 
and New York’s Fifth Avenue tailors 
seems to concentrate principally on un- 
usual ground shades. 

Though blue, in every conceivable 
shade from navy to light blue grey 
tones, is as popular as ever, unusual 
shades of dark rich browns, called 
Golden Chestnut, and a new soft dark 
Persian Green shade are featured 


colors for the Fall season in many 
varieties of patterns. 

While it has been said that stripes 
have had their day, they are still in 
great demand by well-dressed men, not 
only in conventional bold chalk stripe 


but in many new cluster stripe designs 
in harmonizing colors other than white. 

Diagonal designs in clear finished 
worsted both in plain and overstriped, 
though not a new pattern idea, will be 
a very strong favorite. This type of 
pattern is ideally suited for the smart 
double-breasted town snit, yet there 
again new colors, such as rich contrast- 
ing tones of mid-grey brown and soft 
green, have been introduced. 

Flannel suitings, which have always 
had a prominent place in a gentleman’s 
wardrobe, are being offered in a wide 
variety of colors in soft blended effects, 
unobtainable in any other type of cloth. 

America is constantly growing more 
and more sports conscious and it is 
amazing to note the variety of cloths 
end strong patterns now being worn, 
some of them indeed, just a few short 
years ago, could only conceivably have 
been associated with race track devo- 
tees. Strong glens in rougher tweeds, 
more colorful than ever, truly sporting 
in appearance, will be worn not in 
sport jackets alone, but in complete 
suits. 

All in all men’s suitings for Fall will 
offer one of the most colorful arrays 
of tones and designs which have been 
shown for some time. And style in 
men’s shoes, keeping pace, reflects this 
trend away from conservatism. 
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Hollywood Footnotes 
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Jeanette MacDonald’s feet have just 
become an international problem. A 
complete outfit worn by her in “The 
Girl of the Golden West” was sent to 
Amsterdam for the Jubilee Exposition, 
but no wax figure could be found with 
feet small enough to take Jeanette’s 
boots. Exposition officials were unwill- 
ing to hint that Dutch women have 
larger feet, so they ripped each of the 
boots up the back to get them on the 
wax figure’s feet. 


* * ® 


One of the most novel shoes seen in 
Hollywood this summer is in the per- 
sonal wardrobe of Paulette Goddard, 
Paramount star in “The Cat and the 
Canary.” Fashioned like mules, but in- 
tended for informal play clothes, Miss 
Goddard’s self-designed, woven sandals 
with highish heels are of narrow white 
satin stripes, covered with her name in 
brightly printed “name-tape” design. 
Lacings of silk cord to match whatever 
color predominates in her costume are 
used. And what a fad she started!! 


* * * 


The stillness of desert nights is 
broken by the tinkling of bells worn on 
the ties of flat-heeled sport shoes. Flor- 
ence Rice wears the little gold jingles 
on white raffia ties glistening with gayly 
embroidered flowers, and doubles the 
jingles by her naucht-girl bell bracelet 
in hammered gold. 


* * * 


Shoes have played an important part 
in the laugh-life of many comedians. 
Their size, their shape, or more often 
lack of shape, their grotesque character 
have very often become the symbol dis- 
tinguishing the particular funny man 
in question. Stan Laurel when before 
the cameras at the Hal Roach Studio 
uses a very simple but comical device in 
his pedal gear as you will again see in 
“A Chump at Oxford.” 

All of Stan’s shoes, when he is on the 
set, are without heels. Presenting an 
almost flat surface from stem to stern, 
they serve a twofold purpose. First 
they give the comedian a strange roll- 
ing gait. Secondly, they present a woe- 
begone appearance. 

“Down-at-the-heels” to most people is 
an expression carrying with it the in- 
ference of idleness, poverty. Applied to 
Laurel, it signifies just the opposite. 
He’s hard at work when he’s down at 
the heels. 


* * * 


Buckwheat has worn the same pair 
of oversized shoes four years in Our 
Gang comedies. The shoes were so large 
at first, he had to keep his regular 
shoes on. 
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Annual Rodeo Results in 
Lively Shoe Business 


DENVER, CoLo.—Catering to demands 
of special days made lively business at 
The Vorhes Shoe Co., 22 South Tejon 
Street, Colorado Springs, during the 
four-day Will Rogers’ Rodeo, August 
17-20. 

In preparation for the event the store 
windows were decorated with Brahma 
bulls, bucking broncos, and cowboy ef- 
fects. The staff of fifteen persons wore 
levis, fancy boots, sombrero hats and 
fancy-colored shirts. A corral fence 
marked the street line from the side- 
walk in front of the store. During the 
week fancy boots for young and old 
were tops in this all-family type store. 
At the close of the week stock that was 
thought to anticipate all demands was 
running low. Next vear the store will 
make larger orders in rodeo boots, ac- 
cording to F. M. Baity, manager and 
president of the firm. 

Children’s back-to-school campaign 
will begin September 5. Every child 
entering the store during the campaign 
will receive either a china doll or a 
miniature battle cruiser. 

Radio broadcasts twice daily and 
newspaper ads three times a week will 
inform the public of the special Fall 
offerings at Vorhes. 


Wyman’s Open New 
Suburb Branch 


BALTIMORE, Mp.—On Friday, August 
25, the new Wyman store on Liberty 
Heights Avenue, near Garrison Avenue, 
was opened as a branch to the main 
store on West Lexington Street. No 
street number has as yet been assigned 
to the new store. It is known as The 
Young Modern Shop, and children’s 
and growing girls’ footwear will be 
especially featured. 

The store will be managed by Mr. 
Angert, who has been associated with 
the Wyman enterprise for some years, 
specializing in orthopedic work. 

The Liberty Heights Avenue location 
is in a fast-growing residential dis- 
trict of Baltimore and, while it is not 
usual for a major-ranking shoe re- 
tailer to so branch out, yet the future 
of this venture looks exceedingly bright, 
even though it is far removed from the 
main shopping artery. 


New Wholesale Firm 


PHILADELPHIA, Pa.—Lewis M. Herder, 
wholesaler, is the name and title of a 
new wholesale house in Philadelphia, the 
activities of which will be confined ex- 
elusively to slippers. Staple and novel- 
ty lines of this division will be carried 
and moccasins for men. The line is to 
include both popular priced slippers 
and those of the better grades. Lewis 
M. Herder, head of the house, whose 
address is 5846 Ludlow Street, this city, 
has a background of many years in the 
shoe business. 


New Beck Store Opened 
In Boston 


Boston, Mass.—The A. S. Beck shoe 
store, formerly reported as planning to 
open about Labor Day, sprang a slight 
surprise on the retail trade ot this city 
when it opened Friday, August 25. It 
is an attractively decorated, well-ar- 
ranged store, with detached chairs for 
customers, large mirrors in the rear of 
the first floor and an ample stock of 
women’s shoes to retail at the fixed 
price of $3.98. Women’s regular-type 
dress and sport footwear is carried on 
the ground floor, with hosiery to the 
left of the entrance and bags to the 
right. In the basement are carried 
women’s formal-type evening slippers 
and opera-length hosiery, with types 
of bags ordinarily associated with for- 
mal afternoon and evening costumes. 
In bags alone, the store opened with 
a stock of 3000 units, many of them 
selling at the flat price of 94 cents. The 
store is completely air-conditioned 
throughout. 

Manager of the store, located on Tre- 
mont Street in the heart of the high- 
class shopping district, is T. Frank 
Lyons, well known in Boston retail shoe 
circles. In years past he has been as- 
sociated with Henry H. Tuttle & Com- 
pany, L. P. Hollander and Wilbar’s. 


Compo Pays Dividend 

Boston, Mass.—The Board of Direc- 
tors of Compo Shoe Machinery Cor- 
poration have declared a cash dividend 
of 25 cents per share on the commor 
capital stock, and accrued dividends of 
62% cents per share in cash on the 
$2.50 convertible cumulative preferred 
stock. Such dividends are payable Sept. 
15, 1939, to stockholders of record at 
the close of business Sept. 5, 1939. 

Compo earned $167,527.34 in the first 
six months of 1939, equal to $1.25 per 
share on the 10,000 shares of the $2.50 
convertible cumulative preferred stock. 
and $1.04% on the outstanding 148,377 
shares of common stock, compared with 
84 cents per share earned on the com- 
mon stock in the first six months of 
1938. 


Sport Styles for Youth 


LYNN, Mass.—Sport models continue 
to gain for young women, college girls, 
growing girls and so on for a long run 
of sizes. They'll be worn to football 
games, shopping and elsewhere. 

Soles of cork and rubber are used on 
many of thesé,‘the mixture being so 
blended, for both the rubber and the 
cork, that the soles are pretty light for 
such thick soles as they are. 

Leather soles, as well as other sorts 
of rubber soles, are also used on the 
sport models, of the full Goodyear welt, 
as well as of the McKay or American 
welt grades. 

The Fall styles include wing tip ox- 
fords, moccasin toe oxfords, straight 
tip toe oxfords, and a few soft toes. 
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New samples of this call of shoes, for 
next Spring present the woven vamp 
types. ° 


First to Show Fall Styles 


BINGHAMTON, N. Y.— First formal 
showing of the new Fall and Winter 
styles in this city was at the Parlor 
City Shoe Company, where a carefully- 
chosen selection from the leading lines 
was presented. M. S. Cohen, proprietor. 
declared it to be the largest display he 
had ever offered. 

Browns and blacks in suede, and al- 
ligator tips and trimmings were heavily 
featured. Parlor City sells five lines 
of women’s footwear, priced from $6.75 
to $14.75; three lines of children’s 
shoes, selling for $2.25 to $7.50; and 
three men’s lines ranging from $5 to 
$11. Men’s models included full-grain 
pigskins, cordovans, boarded-grain 
veals and hand-stained bootmakers’ 
finishes. 

Mr. Cohen also operates the Triple 
Cities Shoe Company at Johnson City, 
N. Y., and the Endicott Shoe Company, 
Endicott, N. Y. 


lowa Travelers Plan 
Fall Showing 


Des MoIngs, lowa—The Iowa Shox 
Travelers are planning a Fall Footwea: 
Market Exhibit, Sunday, September 17, 
and Monday, September 18, at the Hote! 
Chamberlain, Des Moines, Iowa. This 
is open to all shoe travelers who desire 
to display their lines. There are no 
exhibit fees of any kind. 

Salesmen are requested to write the 
Hotel Chamberlain, Des Moines, for 
reservation. Plans are to use sample 
rooms on the 4th, 5th and 6th floors. 
This is a new experience of the asso- 
ciation for Fall footwear display, but 
they look forward to a large attendance. 


Thornton Buys Goeser Store 


Storm Lake, Ilowa—Phil C. Thorn- 
ton, who came here from Sioux City, 
Iowa, a few years ago to take charge 
of the shoe department of Goeser’s 
store, here, has bought the entire store, 
stock, fixtures, etc., and renamed it the 
“Smart But Thrifty Shop,” a women’s 
clothing and shoe store. 

Mr. Goeser will return to Defiance, 
Iowa, where Mrs. Goeser has operated 
a similar store for several months. 


Fred Ullman Back 
From Europe 


New York—F red Ullman, noted shoe 
stylist of New York, returned from 
Europe on the Normandie Monday. 
Mr. Ullman, who is atcompanied by 
Mrs. Ullman, has been in Europe the 
past month and is bringing several 
interesting new treatments for his 
Spring collection which will be com- 
pleted after Labor Day. 
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These little fellows in the 
8% to 12 and 12% to 3 
runs have that masculine 
character that the trade 
has been looking for ever 
since “Little Gent's” shoes 
went out of the picture. 
Yet they are different as 
day is from night from the 
“little gent’s” of earlier 
days. 


outsoles, solid leather 
insoles, Genuine water 
buffalo tips, grain type 
leathers. 





Virginia Shoes — 


TRI TAN GUIDE RITE 
ARE 


REAL BOYS’ SHOES 





The last is a new achievement by Belcher: Short back, full 
boy’s measurements, wide heel seat, close top, snug perfect fit, 
full forepart for freedom and growth. Chrome retan BEND 





VIRGINIA SHOE COMPANY 


FREDERICKSBURG, VIRGINIA 
MANUFACTURERS 











What’s All This About Grey? 


New Yorx—Via the Paris openings 
the grey hat has arrived in town. Lead- 
ing retail stores have been featuring it 
and, taken in combination with the 


leading to a demand for grey shoes in 
several stores in and out of town. 


Add New Styles to Fall Line 


Brockton, Mass.— Thompson Bros. 
Shoe Company, of this city, announce 
in a broadside the addition to their Fal! 
line of nine new styles for men. Three 
of these are turf boots with crepe rub- 








ber soles and heels; one is a monk strap 
pattern with plain toe, leather sole and 
heel; four others are full custom 
brogue types, and the ninth is a blucher 
oxford with bootmaker finish. The last 
five have half-double soles with leather 
heels. With the exception of one of 
the brogue types, all the new styles are 
in brown or tan. 


Seattle Stores Feature “Back- 
To-School”’ Promotions 


SEATTLE, WaSH.—Seattle shoe stores 
are now in the midst of their “back- 
to-school” promotions. 

Turrell’s Shoe Co., 1521 Third Ave- 
nue, has two such windows. In one is a 


poster with a boy and girl backgrounded 
against a huge red apple, which, with 
a leaf, is in turn backgrounded against 
a light board carrying the simple head- 
line, “Back to School!” This store’s 
second such window shows two girls 
under Gothic arches carrying suitcases 
to a big city school. 

Regal Shoe Co., 308 Pike Street, 
dealer in men’s shoes, has an effective 
arrangement alternating men’s college 
shoes with college pennants. 

In the back of its window shoe dis- 
play, the MacDougall-Southwick de- 
partment store has a rectangle board 
with paint brush and school girls and 
a back-to-school caption. 


Two Coast Stores 
Celebrate Birthdays 


OAKLAND, CALIF.—Birthday celebra- 
tions were held by two Oakland shoe 
stores in late August. 

The Charles Kushins’ Company shoe 
store employed the occasion of their 
sixth birthday in their present location 
at 1915 Broadway, to publicly thank 
their customers and invite them in to 
see the new Fall styles. 

Commenting on the style trends, 
Charles Kushins, the owner, said that 
open toes for street wear were abso- 
lutely “out,” and that alligator calf is 
in great demand for walking, in all- 
over models or combined with suede. 

Kushins’ main floor is devoted to 
women’s shoes and, in addition, has an 
exclusive men’s store downstairs. 

Rocsil’s is also holding a celebration 
event feting their 15th anniversary in 
Oakland. 

A. W. Shiverts and Sig Silverman, 
heads of the firm, are at the main store 
at 475 14th Street, and Mel Shiverts is 
manager of the company’s other store 





. at 1721 Telegraph Avenue. 


Specializing in women’s shoes, Roc- 
sil’s have built up a customer satisfac- 
tion through patient salesmanship and 
fitting, combined with adherence to top 
standards and nationally - advertised 
brands. “Satisfaction is our first ob- 
jective,” they say. “We have aimed at 
that in our first 15 years, and will con- 
tinue in the years to come.” 





Lucas Now Manager 


New Orteans, La—John T. Lucas 
has been named manager of the shoe 
department of Rubenstein’s main store, 
1101 Canal Street, Inc. Mr. Lucas has 
been manager of the shoe department 
of Marks Isaacs for the past four 
years, and previous to that was mana- 
ger of the Rubenstein store, which was 
formerly Davis. He has been in the 
shoe selling business for 14 years. Mr. 
Lucas is a native of Whitecastle, La. 


New Resident Agent 


LAFAYETTE, IND.—The Wilkerson 
Shoe Company of Lafayette has an- 
nounced the appointment of W. L. 
Beuckman, 332 Main St., Lafayette, as 
their new resident agent. 


aS of weet = a om COU 
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Style Conference to Draw More Retailers 





Indications Point to Record Attendance from All Branches, 
With Merchants and Buyers Eager for Style Information 


New York — From all indications, 
the increasing attendance at the semi- 
annual Style Conferences of the Na- 
tional Shoe Retailers’ Association, which 
has been noted for the past several 
years, will culminate in a new record 
from all branches of the industry at 
the coming conference September 18 
and 19, at the Waldorf-Astoria, here. 

Judging from correspondence he has 
had with merchants in all sections of 
the country, Executive Vice-President 
L. E. Langston, of the N.S.R.A., looks 
for a larger attendance of retailers at 
the coming Conference, as the mer- 
chants are showing a keener interest 
this season than ever before in the basic 
questions relating to the styling of 
shoes for the seasons ahead, which will 
form the substance of the Style Confer- 
ence program. 

Especially interesting and important 
to retailers is the style show feature 
of the Conference program, which is 
planned to give a visual demonstration 
of the different changes of shoes and 
accessories which can be made with 
various costumes, together with a gen- 
eral outline of promotional ideas for 
the current season. The style show at 
the coming Conference will be of spe- 
cial interest to retailers, as there will 
be shown on the runway types of shoes 
selected for November, December and 
It is believed that 
of styles and materials 
for Mid-Winter will be of great prac- 
tical value to retailers in helping them 
to make purchases for those months. 

Both the first and second section of 
the style show—the latter dealing with 
the merchandising of fashions — have 
been given a great deal of thought and 
careful planning by a special committee 
composed of retailers, manufacturers 





Dates to Remember 


Monthly Showing Michigan Shoe Trav- 
elers Association, Hotel Statler, De- 
troit, Mich September 11-12, 1939 

Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y. 

September 10, 11, 12, 1939 

Monthly Showing, Michigan Shoe 
Travelers’ Club, Hotel Statler, De- 

September 11, 1939 

Fall Footwear Market Exhibit, Iowa 
Shoe Travelers Association, Hotel 
Chamberlain, Des Moines, Iowa, 

September 17, wl hia 

Official Opening of American Leathe 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 
York September 18, 19, 1939 

National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md., 

Sept. 25, 26, 27, 1939 

Shoe Manufacturers g Opening, 

E. A. Richardson, ger, Hotels 
New Yorker and Pennsylvania, New 
York City....December 3, 4, 5, 6, 1939 

National Shoe Fair, Hotel Stevens, 


Charlotte Shoe Show, Hotels Charlotte 
and Selwyn Charlotte, N. C.. 
Jan. 7, 8, 9, 1940 





and tanners, to make sure that they 
will convey accurate and authentic in- 
formation to the merchants and buyers 
who come to the Conference. 

The new approach that was adopted 
several seasons ago by the Arrange- 
ments Committee in planning the con- 
ference, namely, that of inviting style 
men from the principal manufacturers 
of women’s shoes to sit in at a prelimi- 

[TURN TO PAGE 40, PLEASE] 


Bankers on Empire 
State Program 


RocHESTER, N. Y.—Enthusiasm ran 
high at a well-attended meeting of the 
local shoe retailers, manufacturers and 
traveling salesmen Monday noon, last, 
at the Seneca, where the 21st annual 
convention of the state association will 
be held September 10, 11 and 12. Com- 
mittees were appointed and it was an- 
nounced that more retailers and travel- 
ing men have made room reservations 
than ever before. 

John Laycock, of New York, a direc- 
tor, who chanced to be in town, said: 
“This is a fine organization, composed 
of the outstanding shoe merchants of 
the state, and its conventions are run 
to help the shoe merchants and not to 
make money. The travelers like to come 
because they are not held up and the 
shoe retailers have learned long ago 
that they can learn how to be better 
merchants by attending the conven- 
tions,” Chairman Park presided at 
Monday’s meeting. 

M. A. Mittleman, of Detroit, a direc- 
tor and a former president of the 
N.S.R.A., who has I. Miller stores in 
Rochester and Buffalo, will present a 
“style with safety” talk at the Monday 
session, at which meeting also two 
prominent Rochester bankers, Vice- 
Presidents David C. Barry and Swayne 
Goodenough, of the Lincoln-Alliance 
Bank and Trust Co., Rochester, will 
conduct a dialogue, one appearing as 
“Mr. Shoe Merchant” and the other as 
“Mr. Banker,” dealing humorously also 
seriously with the financial problems 
of shoe men. They are said to be close 
to their topic and a crowd is expected 
to attend the breakfast-forum to hear 
them and Mr. Mittleman. Jesse Adler, 
of New York, will preside at this forum. 
On Tuesday morning following break- 
fast and before the annual election 
there will be a program in which cor- 
rective shoes and better fitting will be 
considered, among other topics. 

[TURN TO PAGE 40, PLEASE] 
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Buffalo Shoe Men Enjoy Annual Outing 





va 


e 





1 group of the boys watching the bali game and rooting for the retailers 
who, incidentally, won from the travelers 23 to 15. 


BurraLo, N. Y.— The 30th annual 
outing and field day of the Buffalo Shoe 
Retailers Association was held Wednes- 
day, Aug. 16th, with 150 retailers and 
salesmen from Buffalo and Western 
New York attending. All shoe retailers 
of Buffalo closed their stores at noon, 
with the exception of Main street stores, 
which closed at 5 P. M. 

Emmett Lamb, of Syracuse, who 
travels for the Tyer Rubber Co., of 
Andover, Mass., was among the first 
to arrive. He was greeted by Harry 
Deters and Fred Manning and was 
paraded around the ground with the 
band. Robert Layton flew in from 
Plattsburg, N. Y., along with Charlie 
Craney, of the Freeman Shoe Co. They 
arrived at the Airport at noon and five 
minutes later were on the grounds, the 
Airport being only a half mile away. 

All day long the airplanes that passed 
over the picnic grounds dropped every- 
thing but bombs. Shortly after dinner 
George Kalb arrived with a bus load 
from Rochester, boosting the state con- 
vention. Many politicians were there 
and it kept Harry Deters and Carl 
Hoffman very busy introducing them. 
Card games were kept going and buffet 
lunch was served all day. At 6:30 a 
chicken dinner was served and after 
the dinner “A Night in Paris” floor 
show was staged, and it took the boys 


Golf Contest: Charles Reis, first; 
Emmett Lamb, second; George Cooke, 
third. 

Sack Race: First, Emmett Lamb; 
second, Joseph Kirchoff; third, Ernest 
Reister. 

Egg Throwing: First, Joseph Fitz- 
gerald; second, Robert Smith; third, 
Robert Leighton. 

Quoits Contest: First team, Fred 
Mura and George Seifert; second team, 
Nat. Shipiro and Fred Measer; third 
team, Arthur Logan and Gordon Shea. 

Tug of War: Winners, Benj. Thome, 
Robert Smith, Frank Fiorella, Frank 
Panzica, Michael Santercole, Clarence 
Lannich, Lazarus Rosenfield, Norman 
Anderson, George Cooke. 

Fat Man’s Race: First, George Cooke; 





second, Emmett Lamb; third, Edward 
Heller. 

Door Prize: Gordon Shea of the Uni- 
versal Carloading Corp. 

Base Ball Game: Buffalo defeated the 
Rochester Retailers 9 to 5. Buffalo 
Shoe Retailers defeated the Buffalo 
Shoe Travelers 23 to 15. 

The prizes were all donated by va- 
rious shoe manufacturing and whole- 
sale houses. 

A vote of thanks was given at the 
dinner to Boot AND SHOE RecorpER for 
giving the outing new space, also the 
Buffalo Courier and Buffalo Evening 
News; also Harry J. Deters, the busi- 
ness manager, for writing to the va- 
rious papers. 


Shays Retires from Surpass 


PHILADELPHIA — Edwin B. Shays, 
sales manager and secretary of the Sur- 
pass Leather Company for 16 years, re- 
tired on Sept. 1, 1939. Mr. Shays is 
sixty-five years old and retired in ac- 
cordance with the policy of the com- 
pany. 

Mr. Shays has devoted a long and 
useful life to the leather industry, be- 
ginning with the Chicago office of Rob- 
ert H. Foerderer in 1893. In 1895 he 
represented the H. C. Tillinghast Co. 
in Chicago and New Orleans. Three 
years later he opened their St. Louis 
office. 

In 1900 he joined the American 
Leather Company of New York and in 
three years was appointed sales man- 
ager. He joined the Surpass Leather 
Co. in 1906, and in 1923 became sales 
manager, secretary and a director of 
the company. 

Mr. Shays’ many friends unite in 
wishing him an abundant leisure life. 





Keener New Vitality 
Representative 


St. Louis, Mo.—cC. L. Hein, sales 
manager of the Vitality Shoe Company, 
announces the appointment of Francis 
M. Keener as Vitality’s New England 
representative. This territory was left 
open by the recent death of Arthur W. 
Shaw. Mr. Keener goes into the New 
England territory with a thorough 
knowledge of the Vitality setup, having 
spent the past eight years in the home 
office sales department. He will make 
his headquarters at the Parker House, 
Boston. 





Form New Boston 
Wholesale Firm 


Boston, Mass.—Hyman Saxe, Jr., 
and Jack Siletsky, formerly connected 
with Saxe Bros. Company of this city, 
have organized the Slater-Saxe Shoe 
Sales Company, with offices at 171 Lin- 
coln Street, to handle factory lines of 
shoes. The new company announces 
that it has a force of salesmen cover- 
ing the country from coast to coast, 
selling the retail trade. 
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Barbush Moves 


HaRRIsBuRG, Pa.— Ernest Barbush, 
who, for the past fourteen months has 
been operating a shoe department in 
the Jeanette Shop, one of Harrisburg’s 
finer ladies’ stores, is moving his shoe 
department to the William B. Schleis- 
ner Store and will hold a formal open- 
ing on September 2. 

Mr. Barbush, moving because of the 
necessity for additional space, is well 
known in shoe circles in the Centrai 
Pennsylvania area. He has been in the 
shoe business here for eleven years. 
He was formerly manager of the Wil- 
liam B. Schleisner Store’s shoe depart- 
ment, to which he is now returning as 
owner of the department, and also 
managed the shoe salon of the Mary 
Sachs Store for eight years. 

The department in the Schleisner 
store will be done in ivory and gold, 
and will be illuminated with modern 
indirect lighting. The seating capacity 
will be twenty, as compared to eight in 
the present quarters. 

Mr. Barbush will take along the same 
personnel that has helped his success 
in his present location. They are: Ber- 
nard Popkin, Miss Marjorie Grula and 
Geraldine LaRose. 

“I regret very much having to leave 
the Jeanette Shop, as it is also one of 
the smart specialty shops of the city,” 
Mr. Barbush stated. 


Douglas Western Territory 
Changes 


Los ANGELES, CALIF.—A revision of 
the Denver-West sales territory of the 
W. L. Douglas Shoe Co. has been an- 
nounced by T. J. Callahan, salesman- 
ager. Arthur Borton now has the 
States of Washington, Idaho, Montana 
and part of Wyoming and will have 
headquarters in Seattle. Homer Web- 
ster is now covering Arizona, New 
Mexico, El Paso and parts of Califor- 
nia. Robert H. Peek is taking the lar- 
ger California towns and Utah. Head- 
quarters of the two latter men will be 
at the Hotel Lankershim, Los Angeles. 
All three men are old W. L. Douglas 
Shoe Co. salesmen, and their territoriex 
have been slightly changed about. 


To Make Specialty Shoes 


PHILADELPHIA, Pa.—With the with- 
drawal of Lewis M. Herder from the 
firm of Schwartz & Herder, that con- 
cern has been reorganized as L. N. 
Schwartz & Sons, Inc., and will devote 
its activities to the manufacture of 
specialty footwear, including ice and 
roller skating shoes fully equipped. 
Another specialty, and one that will 
take an important place in the produc- 
tion, is that of men’s moccasins, which 
are being produced in the factory here, 
and will be carried in stock. In fact 
Mr. Schwartz advises all of the house's 
specialties will be stocked. 


Cameron to Cover West 
For Stacy-Adams 


Boston, Mass.—D. J. Cameron, a 
man with years of experience in the 
shoe industry, has been appointed resi- 
dent salesman for the Stacy-Adams 
Company of Brockton, makers of men’s 


D. J. CAMERON 


high-grade footwear. He will cover the 
Pacific Coast from Denver west, mak 
ing his headquarters at his presen 
home in San Mateo, California. 

This is the territory formerly cov 


[33] 


ered by another popular salesman, Wil- 
liam H. Larkin, who has been connected 
with the Stacy-Adams Company for 
many years, and who will continue to 
serve the company in the Eastern ter- 
ritory. 

Mr. Cameron, known more familiarly 
as “Jim” Cameron, has been at various 
times a shoe manufacturer, a traveling 
salesman and the successful manager 
of a retail store featuring the Stacy- 
Adams line. The experience he has had 
in all three of these divisions of the 
industry will be placed unreservedly at 
the disposal of the trade he serves. His 
genial personality, sterling character 
and sound judgment will win him a 
cordial welcome wherever he goes. 


Second Buy for Fall? 


Sr. Louis, Mo.—Retail shoe men who 
are looking to October and what will 
lead the selling parade then, can put 
a watchful eye on the St. Louis shoe 
manufacturing market. Boot & SHoxr 
RECORDER, in making some private in- 
\estigations, and not wishing to violate 
any individual’s confidence by revealing 
names, has discovered the big push ap 
pears to be on for gabardine as a sec- 
ond buy for Fall in the women’s shoe 
lines. 

It is known in shoe trade circles 
here that a large quantity order for 
gabardine has been placed by one of 
the leading specialty manufacturers, 
with evident purpose in mind to rush 
the production of such shoes, using ga- 
bardine in combination with calf ani 
patent. 





Distinctive San Antonio Shoe Display 


Frost Brothers, San Antonio, Texas, announced their appointment as ex- 

clusive local agency jor Andrew Geller shoes with this distinctive display 

window. Worthy of note are the large framed mirror holding four pairs 

of shoes in the foreground, and the use of plaster-cast hands to display 
single shoes at interesting angles. 


































BARIS SHOE CO.. Inc. 
Dept. RS = 79 Reade St. | New York 
























Sr. Louis, Mo.—J. S. Legg, known 
the trade as Jim, formerly associa 








G. J. Harrington New 
Hunt-Rankin Head 
Boston, Mass.—George J. Harring- 


" ton, newly-elected president and direc- 


tor in charge of production for the 
Hunt-Rankin Leather Company of this 
city, assumes his new position with an 
unusual background of education and 
experience. He has been with the com- 
pany since February, 1929, at which 
time he was employed as industrial en- 
gineer, effecting substantial reductions 




















GEORGE J. HARRINGTON 


in the cost of power. Later he became 
assistant to the president, H. V. Hunt, 
working closely with him on problems 
of cost and production engineering, as 
well as on management problems. In 
1936 he was made vice-president, direc- 
tor and assistant production manager, 
continuing general production work and 
acting for the president in his absence. 

After graduating from the Massa- 
chusetts Institute of Technology, Mr. 
Harrington for a short time was 
agency organizer for the New York 
Life Insurance Company; then, in the 
short space of one year, worked his 
way from the assembly line at the Cam- 
bridge plant of the Ford Motor Com- 
pany to the position of plant engineer 
of the then newly-built Somerville 
branch, during the construction of 
which he had been in charge of the 
layout and erection of machinery. He 
has also done cost and organizationa! 
work for the Oakland and Oldsmobile 
divisions of the General Motors Cor- 
poration. 

In addition to his work for the Hunt- 
Rankin Leather Company, Mr. Har- 
rington is a director of the Howard 
Realty Company, the Howard Land 
Company, Somerset Realty Company 
and the American Hair and Felt Com- 
pany; and is president of Wing’s Ex- 
press, Inc. 

He is treasurer and a member of the 
executive committee of the Massachu- 
setts Leather Manufacturers’ Associa- 
tion; trustee of the Tower School. Inc., 
of Salem, Mass.; member of the Labor 
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Mrs. Day’s “IDEAL” 


Biggest name in the 
BABY SHOE BUSINESS 
The reputation of this name is known 
te mothers of two generations and is 
a prime asset to the many far-sighted 
children's shoe retailers who use Ideal 
Flexible Hard soles (3-8) as their 

juvenile foundation line. 


MRS. DAY'S 
IDEAL BABY SHOE Co. 

















Relations Committee of the National 
Association of Manufacturers; and a 
member, as well, of the Aeronautical 
Engineering Society, the Homestead 
Country Club and the Beach Club. He 
makes his home at 45 Lincoln Circle, 
Beach Bluff, Swampscott, Mass. 





Frank W. Rice with Hughey 


RocHester, N. Y.—Frank W. Rice, 
of Rochester, on Monday of this week 
became store manager of the Hughey 
Boot Shop, Watkins Glen, N. Y. Frank 
is well known all through New York 
state, where he traveled for several 
years with the lines of women’s shoes 
of Utz & Dunn Co., Rochester; Dunn 
and McCarthy, Auburn, and Boyd- 
Welch, St. Louis. He started in the 
retail shoe business with his brother in 
Warsaw, N. Y., a village comparable in 
size to Watkins Glen, and later and for 
nearly two years was manager of the 
Gosper-Kelly Co. shoe store of Elmira. 

Mr. Rice possesses a spendid person- 
ality and a kindly disposition. His 
friends predict for him great success. 
Mr. Hughey retired from active work 
some years ago and his partner, Ray 
Dunham, who is recovering from an ill- 
ness that has kept him away from the 
store for some weeks, will team up with 
Frank to make the business even more 
successful than in the past, if that is 
possible. Messrs. Dunham and Rice will 
divide the store and buying responsi- 
bility on the former’s return. 
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WHERE 
TO 
BUY 


St. Louis Jobs 





@The largest selec- 
tion of canceilations, 
jobs and samples from 
the better St. Louis 
factories — (men’s, 
women’s, children’s). 

All a mga values 
and styles that will 
enable you to make 


LONG PROFITS 
Ask ‘the St. Louis Factories 
“While in town see Weil” 


M. K. WEIL SHOE CO. 


1326 Washington Ave. St. Louis, Mo. 











Store Fixtures 


— 


rc OW om & SF 
HROMSTEEL FURNITURE 
FOR SHOE STORES 
Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


HOWELL iin 








Bud McCarter Made 
Manager 


Norrotk, Va—Bud McCarter, who 
has been with Pollock’s, Inc., for the 
past seven years, starting as a sales- 
man in Greenville, S. C., store and 
later transferred to the Norfolk store 
as salesman when they opened this 

in 1935, was just made manager 

0 Norfolk store during the past 
week, All the other manager of their 
units join in wishing him success. 

s outlook for Fall busi- 


New Werner Slipper 
Salon Opened 


SAN FRANCISCO, CALIF.—Frank Wer- 
ner’s new Slipper Salon on Geary 
Street opened, recently, with an in- 
formal reception and showing of ad- 
vanced Fall models. 

Salesmen wearing white carnations 
escorted guests through the store, de- 
clared to be one of the most modern 
shoe shops in the West, and explained 
many of its new features, which in- 
clude an accessory bar, unit ensemble 
windows for the display of matching 
bags, gloves and shoes; an elevated 
smoking deck; and unusual lighting 
fixtures. 

The decorative scheme is modern 
French against a background of Amer- 
ican walnut and specially dyed powder 
blue carpet. 


Stacy-Adams Shows 
In-Stock Lines 


BrockToN, Mass. — Twenty - nine 
styles are illustrated in a new de luxe 
in-stock catalog just issued by the 
Stacy-Adams Company of this city. 
Large-size photographs are used to pic- 
ture the shoes in their every detail. In- 
cluded with the catalog is an innova- 
tion in the form of a card showing and 
identifying the various types and 
grains of brown leathers used in this 
well-known line. Exclusive of the price 
list, the book contains 20 pages. The 
brown cover is embossed in gold. 


Hess Honored by 
Chamber of Commerce 


BaLTIMoRE, Mp.—The Baltimore As- 
sociation of Commerce paid tribute to 
Isaac S. Hess on the occasion of the 
celebration of his 69th birthday, re- 
cently. 

The Hess family started their shoe 
factory in Baltimore in 1873. In 1889, 
Isaac Sanger Hess was responsible for 
the opening of the firm’s first retail 
outlet at 112 East Baltimore Street. 
Today the firm is doing an outstanding 
job in Baltimore with several branch 
stores. 

At the start, it was an exclusive 
men’s retail business, but shortly after 
the great Baltimore fire, women’s shoes 
were added and the North Howard 
Street branch now features women’s 
shoes exclusively. 


Neebling with Tupper 
On Coast 


Los ANGELES, CALIF.—AlI Neebling is 
now representing Tupper, Inc., in the 
territory from Salt Lake City west 
and is carrying both the Tupper and 
the Pre-View lines. Headquarters are 
at the Lankershim Hotel. Dyeable 
satin together with gold and silver 
mesh are the fast-moving materials in 
the evening slipper business on the 
Coast for Fall, Neebling finds. 











a laboratory controlled 

product, ise 
of leather, asphalt and certain other materials. It 
is waterproof, tough, resilient. It holds stitching 
well. ls neutral in color. Takes all finishes. 


alain att, 
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JENKINS CO 


536— 
Patent Leather 
Style 539—White Elk 
Getting a pair of new shoes for 
baby right after the end of summer 
is an established American custom. 
Getting a pair of Elam’s is a cus- 
tom parents all over the country 
are steadily taking to in increasing 
numbers. There's a good reason 
for it, too. Scientifically fitting, 
durably made, priced to make both 
mothers and shoe merchants eager- 
ly accept Elam’s as the perfect shoe 
for children. Write or "phone the 
distributor nearest you today. 


F.S. ELAM SHOE CO. 
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Suede Brushes 


Glemerous Colors 
1995 FRONT STREET CUYAHOGA FALLS. OF8O 


Soles and Heels 











METAL FLEX and LITHOX 
CORD Soles and Heels 


The Soles and Heels 
Spaeap “er fuer, 

. CURL, or BULGE. 
THE LITHOX corp. 


WAPAKONETA, OHIO, U.S.A. 

















Nurses’ Shoes | 














What’s New 


New Duplex Brush 


CuyaHoca FALis; OHI0O—A new 
sponge brush has recently been mar- 
keted by W. Hull, findings sales repre- 
sentative here. It is designed to roughen 
up the nap surface by a series of heavy 


Obituaries 


Charles Harris Baker 


Los ANGELES, CALIF.—Charles Har- 
ris Baker, 69, founder and chairman of 
the board of the C. H. Baker Stores, 
died August 22 in the Huntington Me- 
morial Hospital, Pasadena, where he 
had been a patient since he met with 
an automobile accident the latter part 
of December. 

Born in Martin County, Indiana, Dec. 
23, 1869, Mr. Baker came to Los An- 
geles in 1889. In company with A. J. 
Hamilton he opened the Hamilton and 
Baker Shoe Store. Four years later 
he opened his own store. Now there are 
C. H. Baker Co. stores in ten nearby 
communities. 

Mr. Baker was a public-spirited cit- 
izen, was an advocate of any plan that 
would help the development of Los An- 
geles and was well liked in the shoe 
business. He was one of the best known 
of shoe men nationally. He devoted his 
entire life to his business and was never 
so happy as when he was working. 

He leaves a brother, Roy Baker, sec- 
retary of the corporation; a sister, Ione 
Houghton; a son, John Baker, presi- 
dent of the C. H. Baker Co.; a daugh- 
ter, Mrs. Frances Ryder of San Fran- 
cisco, and another daughter by a 
previous marriage, Charlene Baker, of 
Laguna Beach. 

Three grandchildren also survive. 
They are Joan Ryder and Todd Ryder. 
of San Francisco, and Joan Baker, 
daughter of John Buker. 





Arthur W. Kaestner 


MILWAUKEE, Wis.—Arthur W. Kaest- 
ner, president and general manager of 
the Van Horne-Kaestner Leather Co. 
here, died Aug. 20 in a local hospital 
following a long illness. A native Mil- 
waukeean, Mr. Kaestner helped organ- 
ize the leather firm, which manufactures 
fibre and leather shoe counters, 19 years 
ago. Mr. Kaestner was a member of 
the Milwaukee Athletic Club and the 
Blue Mound Country Club and is sur- 
vived by his widow, a son, a daughter 
and a brother. 





J. A. Richardson 


Boston, Mass.—J. A. Richardson, 
one of the oldest and best known shoe 
travelers in the country, died suddenly 
August 20 while visiting his son in 
Wellesley, Mass. He was 81 years old. 

“Dick” Richardson, as he was known 
to his many friends, began his business 
career with the Smith and Stoughton 
Shoe Co., but for many years had been 
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BACK TO SCHOOL 


..-in shoes perfectly 
fitted by X-RAY! 


Now is the time to sel] parents on the 
Superior Fitting Service offered by 
your Children’s Shoe Section. How? 
By dramatizing X-Ray Fitting in terms 
of the child’s Foot Health, Foot Com- 
fort, Correct Posture and Healthful 
Play Activities. 

It’s not too late to 
X-Ray your back-to- 
school shoe business if 
you order your X-Ray 
Shoe Fitter promptly. 
Advertising materials 


and plans at no cost. 
Write, wire or phone! 


X-RAY SHOE FITTER, inc. 


3533 N. Polmer Street, Milwaukee, Wisconsin 














handled a few special accounts and had 
been in charge of the company’s Bos- 
ton office on Lincoln Street. 

Funeral services, held August 22 at 
the Waterman Funeral Home in this 
city, were attended by representatives 
of the National Shoe Travelers’ Asso- 
ciation and the Southern Shoe Travel- 
ers’ Association, of all of which he had 
been a member. Family friends and 
business associates also were present 
to pay their last tribute. 





Alfred Weyker 


St. Louis—The death of Alfred Wey- 
ker, salesman for The Gilbert Shoe Co.., 
of Thiensville, Wis., at 3 A. M., Augus' 
22, resulting from bronchial pneumonia 
marked the passing of a popular anc 
successful member of the shoe travel- 
ing fraternity at the age of 45. He i: 
survived by his widow. 

Mr. Weyker was one of A. P. Gil 
bert’s “boys,” and had been represent- 
ing The Gilbert Shoe Co. for the pas' 
twelve years in Missouri, Kansas, Okla 
homa and Texas. Shortly after M: 
Gilbert began business back in 1926 
Al Weyker called on him to talk oi! 
burners. He was so impressed with hi 
salesmanship that he told him he shou! | 
be selling a repeat line. Al Weyker r« 
plied that if Mr. Gilbert had a territor 
down around St. Louis, where his wif 
liked to live, he sure would sell shoe: 
The deal that resulted caused Mr. We: 












depart 
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TALKING WINDOWS START THE SAL8 Mantfield 


For Your World’s Fair 


Window Trim 
PRICE TICKETS and CARDS 


Aquamarine, yellow, 
on white 


Any assortment Vig 
of price tags: 


6 Doz. $1.10 
12 “ $2.00 











THESE WORLD FAMOUS 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 
ONLY 
BY MASTER CRAFTSMEN 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


325 ARCH STREET 
PHILADELPHIA, PA. 





LKING WINDOWS START THE SALE 








Samples on request to show yeu 
hew they effectively give you a new 
eolor trim each month. 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Il. 








Write for 
Catalogue 
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—« TALKING WINDOWS START THE SALE © TA 


ALKING WINDOWS START THE SAL 











ker to make the change, and he did such 
a fine job with “Kali-sten-iks” shoes 
that he had stayed close to the top of 
Al Gilbert’s fine bunch of salesmen year 
in and out. Said Al Gilbert: “I’ve lost 
one of my best salesmen, one of my 
boys.” 


John Hollander 


GRAND Rapips, Micu.—John Hollan- 
der, 63, owner of the Hollander Shoe 
Store, 1159 Leonard Street, N.W., died, 
recently, after a brief illness. He had 
conducted a shoe store for the past 30 
years. 

Surviving are a son and three daugh- 
ters. 


Open New Family Store 


WELLMAN, Iowa—The new Toggery 
& Bootery, owned by Merle Munson 
and Lowell Dodds, was opened, here, 
August 19 with an all-day and evening 
open house for inspection. The store 
has been completely redecorated and 
modernized with new fixtures, show 
cases and modern arrangements of 
stock, since the fire some time ago. 

Merle Munson operates the clothing 
department and Lowell Dodds, formerly 
of Wellman, but who has been panee- 
‘ing a shoe store in another city, has 
returned to be proprietor of the shoe 
_ department, carrying complete lines of 
“men’s, women’s and children’s shoes. “Wine phate slave 0 viemp meets « hesk” 


"Mrs. Dodds will have charge of the 
hosiery department. (Caption suggested by Al G. White, Brown Shoe Co., St. Louis, Mo.) 
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= LINE SALESMAN WanteD for 

northwest, also California, carry low 

priced semi-hard sole slippers as side line Must 

ove all towns thoroughly. Address #377, care 
Boot & Shoe Recorder, 239 West 39th Street, 

New York, N. Y. 

MANUFACTURER wants salesman for oe 
shoe and sandal 


novelties and designs. 
sideline. 





Comm cnicate with Hi, Roth 108 Eons 
23rd Street, New York City, Gramercy 5-2946. 











To a men’s shoe manufacturer who 
is looking for a lift—an experienced 
executive is now available. For sev- 
eral years as ge manager for one 
of the large companies he instituted 

t increased distri 


pol bution, 
stepped up sales. 
twenty-five years of personal 
selling PS him understanding 
of retail lems, fitted him ideally 
to manage salesmen. Qualified by ex- 
perience donee and training to style a line 
eee pick winners. 

This man is in his prime—athietic 
—and of driv energy. He 
is interested in a position of executive 
scope, where his exceptional experi- 
ence and abilities can have broad ex- 
pression. 

Compensation should consist of 
modest salary plus participa ttentne 
profits arrangement. 

Mr. Manufacturer—he will step up 
your sales and profits. 








Atte SS. ot By SR OUge Raqgnocs. 














DEPT. FOR LEASE 





NEWLY MODERNIZED SHOE STORE, 
excellent location, college town in Indiana, 
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Address 401, sare BOOT & SHOE RECORDER, 
1627 Leoust Street, St. Louis, Me. 








Fore- 
and , Littleway —~p, Cement 
FS ag — =. to 

care as 
ence, also age, FE ie p —~ 
Address 374, care ee ey 4 SHOE . < oo 
239 West Seth Street, New York, W. 














LINE WANTED 





WE) KNOWN SHOE SALESMAN, travel- 
ing Texas and adjoi States, wishes a 
line and "Sttchdowe aang = children’s McKays 

acquainted with al) 
ai gt Address 37396, care 
Boot & Shoe Thesorder, 239 West 39th Street. 
New York, 





WANT to hear from Shoe Manufacturer need 

ing salesman in Kansas and nearby terri- 

; I am now operating my own shoe store 

‘can vse good line in connection; Live Wire. 

age 31. Address #397, care Boot "& — <7 
corder, 239 West 39th Street, New York, 





SALESMAN | WITH 14 YEARS’ EXPERI 
ENCE Ohio Trade, can give fimest refer 
ences; Prefer manufatturers [adies’ style line 
$5.00. Will consider = 
lines of merit. Address #404, care Boot & S 
Recorder, 239 W. 39th Street, New Yok NY 





FOR RENT 


M!4Mt Lg a Street, 15 x 50 

Rent, ex t location for shoe store 
Inquine owner, = phim 30 Broad Street 
New York. 








BUSINESS OPPORTUNITY 





APITAL TO vest & ressive ladie: 
C shoe factory. Must be w Rites Adis 

#402, cove. Hast % Shee Byseeder, 239 owen 
39th Street, New York, N. Y. 








RTISING RATES 
is 4 cents per word for all undisplayed advertisements. Mini- 


the rate is 7 cents per word. Minimum charge, 
word 


is $5.00 an inch with a maximum of 4 words. 
SF Advertisements for this page must be in our New York office on Friday of the week preceding publication “8 


$1.25. 
of the 















ao " at ee ere 
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WANTED TO LEASE 


WANTED TO PURCHASE 











MERCHANTS’ NEEDS 





Win peo a. ive department store 

a or 
business. 

oe ie She Hecorder, 239 W. 35th 

















Stops Private Sales Through 
Purchasing Agents 


Mapison, Wis.— Under a new statute 
enacted by the state legislature, em- 
ployees are prohibited from purchasing 
articles through the purchasing agents 
of the state or any political subdivision 
thereof. 

The law is designed to prevent the 
purchase of any merchandise by such 
employees at a special price, but ex- 
cepts meals “and such specialized ap- 
pliances and paraphernalia as may be 
required for the safety or health of the 
employees.” 

It provides for fines of from $100 to 
$500 or from 30 to 90 days in jail for 
violators and is similar in many re- 
spects to another law enacted earlier 
in the session which prohibits employers 
from selling to employees merchandise 
other than that which they manufac- 
ture or dealin. This earlier enactment 
had the support of shoe dealers. 





Fulton Named to Credit 
Advisory Committee 


Totepo, On1I0—H. T. Fulton, trea- 
surer of the Ainsworth Shoe Co. and 
past president of the Toledo Associa- 
tion of Credit Men, has-been appointed 
by Charles A. Wells, president of the 
National Association of Credit Men, 
to the advisory committee on credit 
education of the national group. Mr. 
Fulton has been active for many years 
in local credit education circles, and 
the appointment is in recognition of 
his service. 





Reed’s Shoe Salon Remodeled 


CoLumMBus, On10—Reed’s has remod- 
eled its shoe salon at 131 South High 
Street in downtown Columbus, and held 











Buyers of Surplus Stocks 


trom anutetarae. athens oe ratios 


KIRSCH-BLACHER CO., inc. 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY,  . 
79-81 READE STREET, NEW YORK, 6. Y. 
Telephone WORTH 2-5180-518! 








ity, Preserver, Queen Boe- 
tonians, —_ By MR Ete. 
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Stores Remodel for Fall 


SEATTLE, WASH.—Turning slack late 
Summer months to their own advan- 
tage, Seattle retail shoe dealers car- 
ried on extensive remodeling and re- 
building during late July and August. 

Firms moving into new quarters were 
Harry Perkins, Inc., which leased the 
shoe section of Best’s Apparel, Inc.; 
Florsheim’s, which moved its central 
store around the Fourth Avenue cor- 
ner from its Third and Pike location, 
and the Block’s store on Fourth and 
Pike, which recently began construc- 
tion of a new store nearby. 

Remodeling was done at Turrell’s 
Shoe Co., 1521 Third Avenue, the first- 
floor shoe section of the Bon Marche 
department store, and, in the Univer- 
sity district, of Armstrong’s Buster 
Brown shoe store and the branch store 
of J. C. Penney. 


Peterson Joins Doerflinger’s 


La Crosse, Wis.—Clarence L. Peter- 
son, for 15 years associated with the 
J. B. Haraldson Shoe Store, has been 
named manager and buyer of the shoe 
department at Doerflinger’s, local de- 
partment store. Mr. Peterson, formerly 
of Cashton, was associated with the 
Moss Shoe Co. here previous to his 
connection with Haraldson’s. 





To Manage Vanity Boot Shop 


CHATTANOOGA, TENN.—C. L. Jen- 
nings, with six years’ experience in the 
shoe business, has been made mahager 
of the Vanity Boot Shop, 724 Market 
Street. Mr. Jennings has been with 
Vanity Boot Shop five years and a resi- 
dent of Chattanooga for 14 years. 
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New Tom Brown 
Store Opened 


BINGHAMTON, N. Y.—After an ab- 
sence of several years Tom Brown’s 
Shoe Stores have returned to this city 
and opened an outlet store at 74 Court 
Street, under the management of Wal- 
ter Haas. 

The new unit will be operated for 
about two months as an experiment. If 
the anticipated volume of business ma- 
terializes, the store will be permanent. 
The store was opened without perma- 
nent fixtures. Men’s, women’s and 
children’s shoes are displayed on mov- 
able racks arranged along the walls, 
and on numerous tables in the center 
section. 

The opening sale, which brought 
large crowds, featured shoes at 25 
cents, 50 cents and $1 a pair. These 
comprised odds and ends and broken 
lots transferred from other stores of 
the chain. A few tables were devoted 
to $1.33, $1.69 and $1.79 shoes. 


Install Larger Display Window 


SEATTLE, WASH.—Increased sale of 
shoes was credited by the manager of 
Richard’s Shoe Store, on University 
Way, for the construction of a new and 
larger display window on the North 
side of the store entrance. Previously, 
the entrance to the upstairs floor of 
the building stood between the store 
entrance and the display window, but 
the two parts changed places, and now 
“the store is all in one place.” 

Additional indication of the growth 
in the store’s sales of all its shoe lines 
is the recent announcement that the 
firm has added two new lines of style 
shoes. 


New Edwards Store Opened 


ATLANTA, Ga.— The new Edwards 
Shoe Store, at the corner of Whitehall 
and Alabama Streets, was formally 
opened on Friday, August 25. The 
store has been completely remodeled 
and redecorated and a new children’s 
department added, making the store a 
complete family shoe store. J. M. John- 
son is manager of the store. The Ed- 
wards Shoe Store has operated in At- 
lanta continuously for the past sixteen 
years. 
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Style Conference to Draw 
More Retailers 


[CONTINUED FROM PAGE 31] 


nary meeting with representative re- 
tailers just prior to the Conference, has 
given the committee on women’s styles 
the most authentic and dependable 
basis from which to carry on its work of 
formulating a style program. This sea- 
son the same practice is té be followed 
by the men’s style committee, who will 
have a preliminary meeting with style 
men from men’s shoe factories. 

Both manufacturers and retailers 
who have attended these preliminary 
meetings on the Saturday preceding the 
opening of the Conference have de- 
clared that they have derived more 
benefit from these sessions than from 
any style meetings they have ever at- 
tended. These benefits are available to 
all branches of the industry through 
the Style Conference. 

As usual, the opening session of the 
Style Conference will take place at the 
Starlight Roof of the Waldorf-Astoria 
Monday morning, September 18, ai 
10 o’clock. The detailed program, with 
the list of speakers and their subjects, 
will be announced in time for publica- 
tion in next week’s issue of Boot AND 
SHor RECORDER. 


Bankers on Empire 
State Program 


[CONTINUED FROM PAGE 31] 


It is not known who will be chosen 
president. First Vice-President Edward 
M. Flynn, of Niagara Falls, has de- 
clined to stand for election owing to 
poor health. Fred J. Goetz, of Amster- 
dam, is next in line, then Paul V. Her- 
ron, of Ithaca. There are several va- 
cancies on the Board. 

John Slater will preside at the Presi-’ 
dent’s dinner in honor of President 
Leslie Gardner, of Oneonta, Sunday 
night, which will be held in connection 
with the annual meeting of the Board. 
With possible two or three exceptions 
all directors and officers are expected 
to be present. 

' The other features of the convention 
will be the annual dinner on Monday 
evening, with William Pidgeon as toast- 
master, and John Slater and President 
Gardner in brief talks, and Frank E. 
Gannett, president of the Gannett 
Newspapers, Inc., the principal speaker. 
Following the banquet there will be a 
pop concert on the top floor with a 
high class program of music and vaude- 
ville. The display rooms will be open 
all day Sunday and Sunday evening, 
also on Monday and Tuesday after- 
noons. in 


To Open Fifth Unit 

Newark, N. J. — Page Footwear 

Corp. will open its fifth unit in 

city at 140 Halsey Street, as soon 
are completed. 
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